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ABSTRACT 
Credit Card Usage and Knowledge in Thailand 
by 
Wanna Sangsutisaree. Master of Science 
Utah State University, 1993 
Major Professor: Dr. Jean M. Lown 
Department: Human Environments 
This study was conducted to determine the relationship between 
the characteristics of credit card holders and the extent of credit card 
usage, the level of credit card knowledge. and the consumer's choice 
perspectives. The characteristics of credit card holders studied were (a) 
gender, (b) age, (c) marital status, (d) education, (e) income, and (D 
occupation. 
viii 
Data for this study were collected in Bangkok, Thailand by 
telephone interviews during July- August 1993. The sample consisted of 
150 Bangkok Bank credit card holders. Chi-square and Cramer's V were 
used to analyze the hypotheses. For all statistical analyses the level of 
significance was set at .05. 
As a result of the 18 specific null hypothesis tests , only two 
independent variables were found to have a statistically significant 
relationship with the extent of credit card usage. The findings suggested 
a positive relationship between the extent of credit card usage and 
occupation and income. Respondents with higher occupational 
!x 
status and income tended to use credit cards to a greater extent than 
those with lower occupational status and income. Gender. age. marital 
status, and education were not related to the extent of credit card usage 
in this study. 
No significant differences were found among the demographic 
characteristics of credit card holders and the level of credit card 
knowledge, and consumer's choice perspectives. Gender, age, marital 
status. education, occupation, and income were not related to the level of 
credit card knowledge and the consumer's choice. 
The results revealed that most Thai credit card holders were not 
knowledgeable about credit card terms. They were clearly influenced by 
environmental stimuli, and the effects of society and group norms when 
they applied for a credit card. They generally chose a card with 
incomplete information about the alternatives. 
(119 pages) 
CHAPTER! 
INTRODUCTION 
Statement of the Problem 
Over the past decade credit cards have become a popular financial 
device in Thai society. The credit card business is one of the most rapidly 
expanding businesses in the consumer credit field, thus offering many 
issues to study. 
In spite of the rapid growth of credit card usage, educators in 
Thailand lack research information on consumer credit usage. 
Universities in Thailand do not offer courses in family and consumer 
economics; most of the research on credit card usage is marketing 
research undertaken by banks and private research companies . Their 
primary purpose is to inform credit card marketers rather than to help 
educators develop Thai consumers' knowledge of credit card usage. 
There are advantages and disadvantage of using credit cards. 
However, the disadvantages are seldom mentioned by educators and the 
mass media in Thailand. Most credit card information comes from 
popular media and television advertising. Therefore, consumers learn 
only the advantages of using the cards. Such biased information does not 
serve consumer needs. Public reporting of consumer credit research 
studies is one of many ways to distribute unbiased information. 
Educators in Thailand point out that most Thais are not 
knowledgeable about credit cards. The president of the marketing 
department of The Citibank and Diners Club in Thailand stated that 
most Thai consumers do not get enough information about credit cards. 
Although credit cards have been available in Thailand for more than 20 
years. people do not understand the differences among the cards 
("Citicorp." 1991). 
Lack of consumer credit knowledge is a major problem for both 
consumers and credit card issuers. In Thailand, where Citibank has 
issued 70,000 cards in less than 2 years, there are no credit bureaus. 
Banks must use their own data to determine a customer's ability to pay. 
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Thais and many Asians reportedly have little experience with 
personal debt ("For Citibank." 1992). Commonly. Thai credit card 
applications come as advertising brochures. For the mos t part. they 
claim that a credit card is a source of revenue, a new spending option, 
and an another important factor for consumers who prefer a modem life 
style. A typical Thai credit card application provides little Information 
about the specific card since there Is no law requiring disclosure of credit 
card terms in Thailand. For example, the Information on the annual 
percentage rate, grace period, the method of calculating interest, and 
liability in case a card Is lost are not provided. 
Economists in Thailand predict that credit card holders who do not 
have knowledge and responsibility in personal fmancial management will 
face financial problems (Saprasert, 1990). The negative effects of credit 
card misuse on personal finances for consumers in the United States and 
Japan provide good lessons for other countries that are changing from 
cash to credit card societies. For many young college students in both 
countries. credit cards are easy to get and to use. They succumb to the 
"buy now, pay later" attitude and fmd themselves deep in debt when they 
are barely out of their teens (Ayala. 1988). 
The credit card dilemma first surfaced in Thailand in 1987. 
However, in less than a decade. it has become a critical issue and an 
important problem in Thai society today. The factors that caused this 
problem include: lack of credit bureaus, an ineffective system for 
examining credit history. high competition among card issuers. and no 
credit card criminal law along with lack of consumer information 
(Ritthirong, 1989). 
The issues mentioned are major reasons why credit card usage 
demands examination. This study will investigate both the credit card 
knowledge and behaVior of credit card holders in Thailand. 
Purpose of Study 
Because credit card usage is the fastest growing area in consumer 
credit in Thailand, an analysis of credit card usage is needed. The 
objectives of this study are as follows: 
1. To examine the relationship between the extent of credit card 
usage and the demographic characteristics of credit card holders. 
2. To examine the relationship between the level of credit card 
knowledge and the demographic characteristics of credit card holders. 
3 . To examine the relationship between the consumer's choice 
perspectives and the demographic characteristics of credit card holders. 
The demographic charactelistics of credit card holders to be 
studied are (a) gender, (b) age. (c) marital status, (d) education. (e) 
monthly income, and (f) occupation. The results of this study will proVide 
information on credit card usage, credit card knowledge, and the 
behaVior of consumers in choosing a credit card. This information will be 
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useful to consumer educators and credit card issuers in Thailand. It will 
a lso proVide information that will help the policy makers to consider the 
legislation and regulations to protect consumers and to regulate the 
economic enVironment in Thailand. 
Theoretical Framework 
Three different theoretical perspectives are used to describe , 
predict. and explain consumer choice in selecting products. These 
include: (a) the decision-making perspective, (b) the experiential 
perspective. and (c) the behaVioral influence perspective. 
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The decision-making perspective holds that buying behaVior 
results from consumers engaging in problem-solving tasks In which they 
move through a series of stages (Mowen. 1988). This perspective is based 
on cognitive learning theory since It Views people as problem-solvers who 
actively use information from the world around them to master their 
environment (Solomon, 1992) . 
Based on this perspective, consumers frrst form beliefs about a 
product by accumulating knowledge regarding relevant attributes. 
Second. the consumer evaluates these beliefs. compares alternatives, and 
forms an evaluation about each product alternative (affect) . Finally. the 
consumer engages in the relevant behaVior. such as choosing or avoiding 
the product (Solomon, 1992). See Figure 1. 
Beliefs 
, 
Affect 
, 
Behavior 
Fi~ure 1. Steps in choice process based on decision-making pt>rspective. 
When one applies this perspective to the credit card decision-
making situation, the steps in decision making would be: 
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Consumer searches information 
about attributes such as 
interest rate. grace period, 
annual fees. etc. 
Consumer integrates information. 
forming evaluative beliefs 
such as a credit card 
that offers the greatest benefits. 
Consumer makes a decision 
such as applying for a 
credit card which costs 
the least and offers the 
most benefits. 
The second perspective is the experiential perspective. This 
perspective argues that in certain instances consumers make purchases 
to create feelings. experiences, and emotions rather than to solve 
problems (Mowen, 1988). This perspective is based on affective learning 
theory. According to this theory, consumers act from their emotional 
reaction to products (Solomon. 1992). The choice process for this 
perspective begins with strong feelings of affect leading to behavior; belief 
formation then follows the behavior in a self-justification manner 
(Mowen, 1988). See Figure 2. 
Affect 
, 
Behavior 
Beliefs 
Figure 2 . Steps in choice process based on experiential perspective. 
When one applies this perspective to the credit card decision-
making situation , the steps in decision making would be: 
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Consumer forms positive 
or negative feeling 
towards credit card usage 
such as favoring a specific brand name 
(card issuer) over others. 
~ 
Consumer makes decision to 
apply for a card. 
~ 
Consumer forms belief such as 
recognition that he/she chose 
the right card. 
A fmal perspective is the behavioral influence perspective. This 
perspective proposes that consumers act in response to environmental 
pressures (Mowen, 1988). The behavioral influence perspective emerged 
from research emphasizing the effects of environmental stimuli on 
purchase behavior. Such environmental stimuli include various situation 
factors . the effects of societal and group norms, and the contingencies of 
the environment. 
This perspective is influenced by conation learning theory. The 
choice process purposed by this theory is that the learning begins With 
behavior being elicited by the environment; the behavior is then followed 
by belief formation and affect (Mowen, 1988). See Figure 3. 
Behavior 
, 
Beliefs 
, 
Affect 
Figure 3 . Steps in choice process based on behavioral influence 
perspective. 
The steps in this choice perspective can be applied to the selection 
of a credit card as follows : 
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Consumer applies for a credit card 
because he/she receives stimulus 
from environment such as he/she 
is persuaded by a sales person. 
,, 
Consumer forms belief that a sales 
person who is good looking and 
fluent presenting credit card 
benefits is a believable source. 
Consumer builds a positive 
attitude toward the choice 
he/she made. 
Many researchers believe that there are interactions among these 
three perspectives (Pluzinski & Qualls, 1986). All perspectives are 
combined to influence the consumer decision making in product 
selection. The domination of a particular perspective depends upon the 
nature of the product, the consumers' personality, and their attitude 
toward the product (Mowen, 1988). This study seeks to determine which 
of these three perspectives predominates in the selection of credit cards 
among Thai consumers. 
Hypotheses 
There are three major hypotheses to be examined for this study. 
The hypotheses are as follows. 
Major Hypothesis l 
There is no relationship between the demographic characteristics 
of credit card holders and the extent of credit card usage. 
Hypothesis la. There is no relationship between the gender of 
credit card holders and the extent of credit card usage. 
Hypothesis lb. There is no relationship between the age of credit 
card holders and the extent of credit card usage. 
ll 
Hypothesis lc. There is no relationship between the marital status 
of credit card holders and the extent of credit card usage. 
Hypothesis ld. There is no relationship between the education of 
credit card holders and the extent of credit card usage. 
Hypothesis le. There is no relationship between the occupation of 
credit card holders and the extent of credit card usage. 
Hypothesis lf. There is no relationship between the monthly 
income of credit card holders and the extent of credit card usage. 
MaJor Hypothesis 2 
There is no relationship between the demographic characteristics 
of credit card holders and the level of credit card knowledge. 
Hypothesis 2a. There is no relationship between the gender of 
credit card holders and the level of credit card knowledge. 
Hypothesis 2b . There is no relationship between the age of credit 
card holders and the level of credit card knowledge. 
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Hypothesis 2c . There is no relationship between the marita l status 
of credit card holders and the level of credit card knowledge. 
Hypothesis 2d. There is no relationship between the education of 
credit card holders and the level of credit card knowledge. 
Hypothesis 2e. There is no relationship between the occupation of 
credit card holders and the level of credit card knowledge . 
Hypothesis 2f. There is no relationship between the monthly 
income of credit card holders and the level of credit card knowledge. 
Major Hvoothesis 3 
There is no relationship between the demographic characteristics 
of credit card holders and the consumer's choice perspectives. 
Hypothesis 3a. There is no relationship between the gender of 
credit card holders and the consumer's choice perspectives. 
Hypothesis 3b. There is no relationship between the age of credit 
card holders and the consumer's choice perspectives. 
Hypothesis 3c. There is no relationship between the marita l status 
of credit card holders and the consumer's choice perspectives. 
Hypothesis 3d. There is no relationship between the education of 
credit card holders and the consumer's choice perspectives. 
Hypothesis 3e. There is no relationship between the occupation of 
credit card holders and the consumer's choice perspectives. 
Hypothesis 3f. There is no relationship between the monthly 
income of credit card holders and the consumer's choice perspectives. 
Definition of Terms 
1. Credit card--an identifYing card entitling the holder to charge 
goods and services and/or borrow money (Stokes, 1987). 
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2. Credit card holder--consumer who incurs obligations for owning 
and using a credit card (Stokes, 1987). 
3. Credit card usage--how consumers are using credit cards. It 
includes number of credit cards held, method of payments. frequency of 
card use, and purpose of card use. 
4. The extent of credit card usage--a score on three credit card 
usage items of the questionnaire reflecting how many years a Bangkok 
Bank credit card has been held, how many credit cards--in addition to 
the Bangkok Bank credit card--are held, and how often credit cards are 
used by respondents. For this study, the extent of credit card usage is 
grouped into categories of light, moderate, and heavy extent of usage. 
Credit card holders who have held the Bangkok Bank credit card for 2 
years or less, have two or less additional credit cards, and use credit 
cards up to four times a month are grouped into the light extent of usage 
category. Those who have held the Bangkok Bank credit card up to 4 
years, have three additional credit cards, and use credit cards up to eight 
times a month are grouped into the moderate extent of usage category. 
Card holders who have held the Bangkok Bank credit card up to 6 years . 
have at least four additional credit cards, and use credit cards at least 
nine times a month are grouped into the heavy extent of usage category. 
5. Credit card knowledge--a score on the knowledge segment of the 
questionnaire reflecting card holders' ability to recall and interpret facts 
concerning owning and using the Bangkok Bank credit card (Stokes. 
14 
1987). For this study. credit card knowledge is grouped into categOiies of 
high. medium, and low knowledge. Credit card holders who correctly 
answer at least two of the three questions concerning credit card 
knowledge are considered high-level knowledge users. Those who 
correctly answer one of the three questions are described as medium-
level knowledge users. Respondents with no correct answers are 
considered low-level of knowledge users. 
6 . Convenience users--credit card holders who pay the balance in 
full within the grace period (Astous & Miquelon. 1991). 
7 . Installment users--credit card holders who use the card 
principally as a mode of financing and choose to pay interest charges on 
the unpaid balance (Astous & Mlquelon. 1991) . 
CHAPTER II 
REVlEW OF LITERATURE 
Though the credit card business and the number of credit card 
holders are growing at a relatively fast rate, there are only a few studies 
of credit card usage in Thailand. Most research studies have been done 
by professionals or banks and are privately used or used for business 
purposes. Therefore, most educators in Thailand lack information with 
which to educate Thai consumers in the consumer credit area. 
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Surveys of credit card usage in Thailand are primarily descriptive. 
They do not examine the relationship of credit card usage and knowledge 
and the characteristics of credit card holders. Initial surveys proVide 
information on credit card preferences. problems in using credit cards, 
and reasons why consumers use credit cards. However, there are no 
published research studies containing information on the following 
questions: who uses credit cards, how frequently credit cards are used . 
how do consumers choose credit cards, and what do consumers know 
about credit cards. Therefore. this research project is designed to collect 
more information in terms of credit card usage, consumer knowledge of 
credit cards, and consumer behaVior in choosing a credit card. 
The limited information available on credit card usage in Thailand 
is from a few primary sources and two research surveys. one by college 
students published in a Thai magazine. and one by a business magazine. 
Therefore. other studies on credit card usage in the United States and in 
Asia are included in the reView of literature for this study. The latter are 
especially important since Asian countries share similar economic 
circumstances and cultural backgrounds with Thailand. 
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Credit Cards in Thailand 
Credit cards have been available for use by consumers in Tha iland 
for over two decades. The first foreign credit card in Thailand was issued 
by the Diners Club Company in 1967. In the first decade after the Diners 
Club Company introduced its travel and entertainment card to Thai 
consumers. the card was not widely accepted nor used by Tha i 
consumers and merchants. The number of Diners Club card holders 
grew slowly in the first two decades of its existence ("The Future." 1989). 
There were two main reasons why the Diners Club card was not 
successful in Thailand. First. the company targeted its card only to high 
income consumers. Secondly, a credit card was a new idea for Thai 
consumers. Thai consumers were not familiar with this new payment 
option ("The Future," 1989) . 
Three years after the Diners Club Company introduced its card in 
Thailand. the Thai Farmers Bank and the Bangkok Metropolitan Bank 
joined together in issuing the first local bank card in 1972. However. in 
1978, this bank card was canceled because of the unequal profit earned 
by the two banks. The Thai Farmers Bank had the majority of the credit 
card holders and greater profits since it was the second largest bank in 
Thailand and had more branches to serve the needs of consumers ("The 
Crisis," 1989). 
In 1973, Thai Farmers Bank was the frrst in Thailand to become a 
member of the Interbank Card Association. In that same year. Thai 
Farmers Bank introduced VISA/MasterCard, the frrst international bank 
card on the market. The VISA/MasterCard was quite successful in the 
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Thai credit market compared to the Diners Club card. In 1989 there were 
only 30,000 Diners Club card holders and 5,000 merchants that 
accepted Diners Club cards. By contrast. in 1983 there were over 60.000 
VISA/MasterCard holders and over 6.000 merchants that accepted them 
("The Future," 1989; "The Crisis," 1989). Success in the credit card 
market and the growing number of the Thai Farmers local bank card and 
the VISA/MasterCard international bank cards stimulated other banks--
and the American Express Company--to enter the credit card business in 
the early 1980s (Saprasert, 1990). 
The grO\ving number of credit card holders and profits from the 
credit card business encouraged other businesses to issue their own 
cards. For example. some local department stores issued credit cards 
during the late 1980s and the early 1990s. The new cards offered 
discounts when customers used their cards . Thus, Thai consumers now 
have a variety of credit card choices (Saprasert, 1990). 
The greater the competition among credit card issuers, the greater 
the choices available to consumers. In this decade a change is beginning 
to take place in Thailand in marketing credit cards. The banks are 
starting to compete with each other using marketing strategies and 
promotions. 
In 1990, the first and second largest banks in Thailand spent more 
than 10 million baht ($400,000) to advertise their cards in the mass 
media, and some banks offered to drop annual fees and first-time 
membership fees for new customers. In the future , greater competition is 
anticipated among credit cards issuers in the Thai credit card market. 
Credit cards are expected to play an important role for Thai consumers. 
Factors Affecting Credit Card 
Usage in Thailand 
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Historically. consumers in Thailand used cash to buy goods and 
services or pay bills. Checks and credit cards have not been commonly 
used. Today, Thai society is changing from a "cash society" to a "credit 
card society." It has been suggested that a credit card is a symbol of 
prestige for Thais and many Asians since credit card issuers offer their 
cards only to their valued customers (Reanglit. 1991; Hwang, 1989). 
Many factors contribute to acceptance of credit cards in the Thai market. 
Credit cards offer a practical way of purchasing goods and services. 
especially for consumers in the upper-middle and high income groups. 
The number of Thai banks introducing credit cards has increased 
since the per capita income and the total amount of deposits for the Thai 
people have increased. Per capita income increased from 19.287 baht in 
1985 to 44,196 baht in 1989. Bank deposits increased from 752 .6 billion 
baht in 1987 to 1,140.8 billion baht in 1990 (Department of Business 
Economics, 1991). This increase affected the attitudes and buying 
behavior of Thai consumers. In addition, the increase contributed to 
business growth in Thailand (Kittlsupamongkon, 1990). 
Credit Card Ownership In Thailand 
From 1985 to 1990, credit card usage and the number of credit 
card holders in Thailand grew at unexpected rates. The Bank of Thailand 
reported that card owners spent 2.700 million baht in 1987, 9.100 
million baht in 1988, and 19,300 million baht in 1989. The amount 
charged to credit cards increased 237.0% from 1987 to 1988 and 112.0% 
from 1988 to 1989. respectively (Kittisupamongkon, 1990) . 
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In 1987 there were 200.000 local and international bank cards in 
Thailand--not including department store cards. The number of credit 
cards increased to 290,000 in 1988. 486,000 in 1989, and 750,000 in 
1990 for an increase of 45.0% from 1987 to 1988 and 68.0% from 1988 
to 1989. However. this growth rate decreased slightly to 54.0% from 1989 
to 1990 (Kittisupamongkon. 1990). 
The latest figures on credit card holders with a local bank card 
and/ or an international bank card were equal to 1 o/o of the Thai 
population in 1990 (Kittisupamongkon. 1990). It is likely that the 
number of credit card holders in Thailand grew rapidly after 1990 as 
well. From 1990 to 1992, Citibank alone has issued over 70.000 cards in 
Thailand ("For Citibank," 1992) . 
Credit Card Preferences of Thais 
A 1989 research survey conducted by students in the Business 
Administration and Accounting Department at Chulalongkorn University 
in Bangkok investigated consumer preferences for local versus foreign 
credit cards. They found that Thai consumers prefer to use foreign credit 
cards. Almost 31.6% of the respondents preferred the American Express 
card while 28.3%. 24.2%, and 16.0% preferred the Diners Club card, 
VISA/MasterCard. and other local bank cards. respectively ("The Future." 
1989). 
This finding was surprising because the annual fees and first-time 
membership fees for foreign credit cards are higher than for local credit 
cards. Preference for foreign cards might be explained by the fact that 
respondents in this survey may not know or compare the costs of holding 
different credit cards. In addition. many Thai consumers have "import 
products fever. " believing that most Thai products are inferior to other 
countries' products (Yordmanee, 1985). 
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The preference for using foreign credit cards over local credit cards 
has changed over time. In 1991 , a similar survey was conducted by the 
Bangkok Business Weekend Magazine . The sample (n = 674) comprised 
two respondent groups. One group was randomly selected from the 
names of employees in 12 large companies in Thailand. The other group 
came from the Bangkok Business Weekend Magazine readers who 
responded to a questionnaire. 
The findings from this study contradicted the previous research 
done in 1989. The 1991 study found that respondents preferred Thai or 
local credit card over foreign credit cards. The Thai Farmers Bank card 
was most preferred by 77.0% of the respondents. The second most 
preferred card was the Bangkok Bank card (67.0%), followed by foreign 
credit cards: the American Express card (60.0%). the VISA & MasterCard 
card (57.0%). and Diners Club card (54.0%) ('Thai Farmers Bank," 1991). 
The contradiction in these two research studies might be explained 
by a change in consumer attitude over time, the use of different 
questions and population samples for the studies, and the problem of 
credit card theft. Foreign bank credit cards are more likely to be stolen 
than Thai bank cards (Ritthirong, 1989). 
Mal or Reasons for Using a Credit 
Card for Thais 
The main reason for using the credit cards for Thais was 
"convenience" (42 .0%). The second and third most Important reasons 
were "emergencies" and "safety" which were reported by 30.0o/o and 
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10.0% of respondents (''The Future," 1989) . Similar findings were found 
in the study of credit card usage for people in Taiwan and Korea. Hwang 
( 1989) found that. in Taiwan, 27 out of 86 respondents (31.5%) used 
credit cards. Among these 27 credit card holders, most of them reported 
that credit cards were for convenience and safety. Only a few of them 
reported having a credit card for installment purposes. 
Kim's research in Korea (1989) reported similar findings that the 
use of credit cards related to consumer life styles. Credit card holder 
households with employed wives said the main reason for using a credit 
card was for convenience. 
Consumer Problems in Using 
Credit Cards in Thailand 
The research survey by Bangkok Business Weekend Magazine 
studied the problems of Thai consumers in using credit cards. They 
found several major problems. Fifty percent of respondents reported 
dissatisfaction with delays at stores when waiting for credit card approval 
('Thai Farmers Bank." 1991) . Most merchants in Thailand are required to 
check a list of credit card numbers that have expired or been canceled. In 
addition, most banks In Thailand require the merchants to call for 
special approval if the purchase price exceeds a specified amount. 
Consumers report other problems as well. Forty-seven percent 
report that some merchants refuse to accept the cards and 38.0% report 
that they are charged additional fees for using credit cards. Twenty-eight 
percent of respondents said their statement was sent to them late . 
Twenty-five percent of the respondents also report they cannot use their 
cards in all parts of Thailand, and another 15.0% reported that card 
issuers did not provide enough information about the cards ("Thai 
Farmers Bank," 1991). 
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Hwang (1989) found that personal collateral is widely used in 
Taiwan for providing security for credit. Most banks and other lending 
institutions require borrowers to provide acceptable collateral before they 
approve credit or loans. Thus, It is difficult to get a loan or credit. This 
financial practice in Taiwan is similar to the fmancial practice for banks 
and other lending institutions in Thailand. Thai banks require bank 
statements and letters from their customers as proof of income before 
approving a credit card. 
Characteristic of Card Holders 
in Thailand 
Based on the limited amount of information available about credit 
card usage in Thailand , It appears that credit card holders In Thailand 
tend to be middle-aged, from the upper-middle to high income group , 
college educated, and white collar workers. The demographic 
characteristics of card holders in Thailand are consistent with those of 
Korean households. Kim ( 1989) found that 
credit card holders tended to be younger, better 
educated, white-collar workers, and of a higher 
economic status than non-holders. Such 
characteristics may be a result of the 
qualifications required by credit card issuers, 
and also households ' decision making related to 
their need for using cards. (p.99) 
However, this assumption is quite different when applied to the 
demographic characteristics of card ownership in Taiwan. Hwang ( 1989) 
did not find any significant differences between credit card holders and 
non-credit card holders regarding their age. income. gender, marital 
status, education, and occupation (Hwang. 1989). 
Credit Card Usage in the United States 
Credit Card Ownership 
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In the United States bank credit cards and retail credit cards a re 
being used by more consumers than ever before (Solis. 1988) . The 
percentage of American families holding at least one type of credit card 
has grown significantly since 1970. It increased from over 50.0% in 1970 
to 64.0% in 1983 and 71.0% in 1986 (Canner & Cyrnak, 1985; Canner. 
1988). 
The number of credit card owners and the types of credit cards 
held by families significantly changed over time. Retail store cards and 
bank cards were the first and second most frequently held type of card in 
1986. The percentage of consumers holding retail store credit cards rose 
from 54.0% in 1977 to 62.0% in 1986. Bank credit card ownership rose 
from 38.0% to 55.0% during the same period of time. However, over the 
1977 to 1986 period, the percentage of consumers holding gasoline cards 
remained virtually unchanged at 34.0% (Canner & Cyrnak, 1985; 
Canner, 1988). 
Teixeira (1987) reported that the total number of credit card 
holders continued to increase after 1986. In 1987, almost everyone who 
was eligible for a credit card already held at least one. Approximately 800 
million credit cards existed in the United States. They were spread 
among 100 million adults . The ownership ratio approaches 98 .0% in the 
high-income group. 
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Other evidence showed an increasing number of card owners over 
time. According to a recent American Banker Survey, credit cards are 
extremely popular. In 1992. 80.0% of American families held one or more 
credit cards--compared to 63.0% in 1977 and 71.0% in 1986 in the study 
of Canner and Cyrnax (1986). and Canner (1988}. Two out of three 
families had at least a retail card; 56.0% had one or more VISA cards, 
and 47 .0% had at least one MasterCard in 1992 (Calem, 1992}. 
Not only has the proportion of American families holding credit 
cards grown since 1970, but the number of credit cards per family has 
increased as well . In 1970. 80.0% of the fa..-nilies held more than one card 
and in 1982 the mean and mode of the number of credit cards per 
household member was two . In 1986. 88.0% of families with cards held 
multiple credit cards. Most noteworthy, families holding five or more 
cards increased from 38.0% of credit card holders in 1970 to 53.0% in 
1986 (Danes & Hira, 1986; Canner, 1988} . 
Characteristics of Card Holders 
Regardless of the type of credit card , the numbers rise sharply and 
continuously with family income. Kinsey (1980} reported the probability 
of having credit cards was 95.0% for households with incomes over 
$25,000 per year compared to 49 .0% for those with income under 
$5,000. Similar patterns were found in a study by Canner in 1988 on 
"Changes in Consumer Holding and Use of Credit Cards from 1970 to 
1986." The study reported that 94.0% of families with incomes that 
exceeded $50,000 in 1986 held bank cards, while only 21.0% of families 
with income below $10,000 held such cards (Canner. 1988} . 
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A similar pattern holds for education of card holders (Garcia. 1980: 
Canner & Cymak, 1985: Canner, 1988). The better educated families 
were much more likely to hold bank cards than their less educated 
counterparts. In 1986, 79.0% of persons who had a college degree and 
42.0% of persons who had a high school diploma were card owners 
(Canner, 1988). 
Credit card ownership was the highest among families whose 
household head was between the ages of 25 and 65 in 1986. Fifty-four 
percent of household heads ages 25 - 34 and 55.0% of household heads 
ages 35 - 44 and 55 - 64 were bank card owners. Sixty-nine percent of 
45- to 54-year-old household heads were bank card owners. Card 
ownership was significantly lower for younger and older household 
heads. Forty-two percent of household heads under age 25 and 51.0% of 
household heads ages 65 and older were bank card owners. These 
patterns reflect the fact that younger persons are less likely to have 
established credit histories and to have acquired cards, while older 
persons may have reduced their need for credit cards (Garcia, 1980; 
Kinsey. 1980: Canner & Cymak. 1985: Canner. 1988). 
Card ownership also varied by the occupation of the head of the 
family. The study found that most card holders and the most active card 
users were professional, technical, and managerial workers . In 1983, 
67.0% of managers compared to 24.0% of service workers were bank 
card owners (Kinsey, 1980; Canner & Cymak, 1985). 
Marital status made a significant difference in the number of credit 
cards owned. Canner and Cymak (1985) found 31.0% of unmarried and 
48.0% of married persons who were under 45 years of age were bank 
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card owners. The same pattern was found in the group of unmarried and 
married persons over 45 years old. Twenty-seven percent of unmarried 
persons and 53.0% of married persons were card users in 1983. 
Credit Card Repavment Behavior 
Revolving charge account debt is a growing portion of installment 
debt. The annual percentage increase in revolving credit card debt was 
greater than the percentage increase in overall installment debt (Kinsey. 
1980). Canner (1988) identified two types of card users: convenience 
users and installment users. Convenience users customarily repay 
outstanding balances within the allotted interest-free grace period. while 
installment users roll over their balances from month to month and incur 
finance charges. 
In 1986, roughly half of the bank and retail credit card users were 
convenience users. The mean amount charged in the months before the 
survey by convenience users was $366. while installment users charged 
an average of $267 during the same period (Canner, 1988). A similar 
pattern was found between 1977 and 1983 (Canner & Cymak, 1986) . 
Credit card repayment behavior has changed over time. The 
number of convenience users decreased while the number of installment 
users increased. More than half of cardholders routinely carry an unpaid 
balance each month (Princeton Survey Research Associates. 1993). 
Others are installment users who carry their balance beyond the grace 
period and pay fmance charges (Calem. 1992). 
Canner and Cymak ( 1986) found that higher income families were 
more likely to pay their credit card charges in full each month than 
families with lower incomes. Many factors can explain this relationship. 
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Higher income families generally have more discretionary income than do 
lower income families. Consequently, higher income families may more 
easily allocate part of their monthly income to pay off credit card debt. 
Additionally, lower income families may face more frequent income 
disruption due to periods of unemployment than higher income families. 
Consequently, lower income families may rely more frequently than other 
families on the flexibility of credit card debt repayment options. 
Age of the head of the family makes a significant difference in 
repayment behavior. An older head increases the probability of 
convenience use of a credit card. This is because families tend to 
decrease their costly durable goods as they grow older (Canner & Cyrna.k, 
1986) . Higher educational status decreased the likelihood of repaying a 
credit card on an installment basis (Hatfied-Goldman & Soberon-Ferrer, 
1988). This is possibly a reflection of the higher educational status 
increasing the perception of the cost of credit. 
Being married was significant and positively affects the likelihood 
of maintaining credit card balances. Young families with children tend to 
use their credit cards for instalhnent credit to purchase large appliances 
and durable products (Hatfied-Goldman & Soberon-Ferrer, 1988: Canner 
& Cyrna.k. 1986). Gender was not a significant factor distinguishing the 
type of user (Hatfied-Goldmer & Soberon-Ferrer, 1988). 
Frequency of Credit Card Usage and 
Types of Items Purchased with 
Credit Cards 
Lindley, Rudolph, and Selby ( 1989) reported that the usage of 
credit cards has increased. The holders of credit cards seem to be using 
them more often. For those who already have at least one credit card . the 
probability of using a credit card for payment increased from 1971 to 
1983 for a ll four types of transactions--furniture, clothing, household 
goods. and gasoline. 
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The type of item purchased by credit card users did not change 
much during the last decade. Garcia (1980) found that cards are most 
commonly used in the purchase of shopping goods such as clothes and 
shoes, and convenience goods such as gasoline, and are used less to pay 
for admission tickets to leisure time events and performances. Similar 
patterns were found by Canner and Cynak (1986). They reported that 
relatively few bank or store credit card users seemed to use credit cards 
for vacations, hobby items, or luxury items. Over 80.0% of all bank credit 
card and store credit card users believed that it was appropriate to 
borrow to pay medical expenses, purchase an automobile, or finance 
educational expenses . 
Credit Card Knowledge 
A number of studies have analyzed credit card knowledge and 
reported similar results. A large proportion of consumers is not very 
knowledgeable about credit cards. 
There are several factors that influence consumer credit 
knowledge. Kinsey and McAlister (1981) examined the knowledge of the 
costs of credit. In their study, only 6.4% of respondents knew both the 
annual percentage rate and the corresponding dollar finance charge. The 
knowledge of cost of credit was higher among those with a college 
education, higher income, urban residence, white collar occupation. and 
being middle-aged. 
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Danes and Hira ( 1986} found that consumer credit knowledge 
varied with the education and age of the money manager. household 
income, credit practices, and attitudes toward credit. High income and 
education consumers were more knowledgeable about credit than low 
income and low education consumers. Also, frequent users of credit had 
more knowledge than consumers who used credit to a lesser extent. 
For college students, a high level of knowledge existed in questions 
that address common uses of credit cards. Knowledge level decreased 
when the questions addressed interest charges and/or problems that 
might arise in the use of credit cards. Married students had a higher 
level of knowledge about credit cards than unmarried students (Danes & 
Hira, 1987}. 
Very few consumers know the true extent of their potential liability 
in case a card is lost (Credit Research Center, 1980}. Only 9.6% of 
respondents who held a credit card correctly answered two questions 
regarding credit card liability. 
Regarding the right to cancel a credit card purchase made over the 
telephone. Jones (1990} found a significant difference in knowledge by 
age and marital status. Younger, married consumers had more 
knowledge than older, unmarried consumers. 1\venty-eight percent of 
consumers aged 25 - 49 understood their legal rights in this situation. 
Only 14.0% of consumers aged 75 and older had the correct perception 
of this practice. Consumer knowledge was not found to be gender 
specific . 
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Consumer Decision-Making Perspectives 
How consumers make choices is of major interest to consumer 
educators and marketers. There are a vartety of products and consumer 
decision-making perspectives which have been studied. However. there 
are only a few research studies focusing on how consumers choose a 
credit card . In selecting the theoretical framework for this study. three 
major perspectives were examined. They are (a) the decision-making 
perspective. (b) the experiential perspective, and (c) the behavioral 
influence perspective. 
The Decision-Making Perspective 
Since the credit card market is both competitive and diverse, 
consumers face an endless number of choices. Credit cards can be found 
with interest rates varying from 9.5% to 21.0%, differing annual fees and 
credit limits. varying grace periods, extended warrantees, and purchase 
rebates (Hall & Wheat, 1992). These different attributes can benefit 
consumers if they search and compare the attributes of each card when 
they apply for a credit card. 
In spite of these benefits, a number of studies (Astous & Miquelon, 
1991; Chang, 1990; Credit Research Center, 1988) indicated that the 
majority of consumers did not compare fees and service when selecting a 
card. The Credit Research Center at Purdue University found that the 
"Shoppers' Guide to Credit" did not affect consumer choice of bank credit 
card. There were no significant differences in the average bank credit 
card interest rate between consumers who received the "Shoppers' Guide 
to Credit" and those who did not. Most consumers did not compare 
information about credit cards. and they did not sWitch to new cards 
even when the costs of holding new cards would have been less 
expensive. (Credit Research Center. 1988). 
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Chang ( 1990) reported a similar pattern of limited consumer 
engagement in information search. There are several factors which 
influenced consumer information search behavior. Education and the 
expenditure amount had positive effects on the probability of information 
search behavior. Middle-income consumers are more likely to search for 
credit information than lower and higher income consumers (Chang, 
1990). 
Astous and Miquelon (1991) explained consumers' usage of 
information in choosing credit cards. Only 3 .0% of the respondents 
indicated that the choice of their present credit cards was influenced by 
the interest rate while 31.4% said that their choice was influenced by 
fees. These results indicate that costs were not a major factor in choosing 
a credit card. 
Generally, the literature indicated that consumers did not search 
for information and did not compare and evaluate their choices. This 
means that a decision-making perspective is quite weak in the decision 
to apply for a credit card. Consumers generally choose a card With 
incomplete information about the alternatives (Astous & Miquelon, 1991). 
The Experiential Perspective 
The main premise of the experiential perspective is that consumers 
choose products for emotional reasons. As to us and Miquelon ( 1991) 
found that the majority of participants (60.8%) in their study admitted 
that the choice of their present credit cards was influenced by the 
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reputation of the credit card issuers. In addition, half of the participants 
admitted that commercial outlets influenced their choices when they 
applied for their present card. 
Brand name and store information had a positive effect on 
perceptions of quality, value, and willingness to buy. However. in most 
cases the effect of brand name is stronger than store information (Dodds, 
Monroe, & Grewal, 1991). In addition, the nature of the consumer choice 
process does vary across products. 
Other evidence supports the experiential perspective in the 
consumer decision-making process. Miniard , Sirdeshmukh. and !n.!'liS 
(1992) concluded that a brand was chosen more than twice as often 
when the advertising contained an attractive peripheral picture than 
when the picture was unattractive. Generally, the literature suggested 
that the experiential perspective is quite strong in the process of decision 
making. 
The Behavioral Influence Perspective 
The behavioral influence perspective suggests that environmental 
stin'luli, situational factors , and group norms influence consumer 
purchasing behavior. Several studies in consumer choice and decision 
making supported this perspective. 
Gross bart. Hampton, Rammohan. and Lapidus ( 1990) examined 
the relationship between customer responsiveness to atmosphere and 
enVironmental disposition. Shoppers respond to the design and condition 
of stores. Under crowded store conditions, shoppers reduced purchases. 
left the store, and postponed the purchase. However, the researchers did 
not fmd differences in consumer responsiveness based on gender, 
education, marttal status, and residential location. This is somewhat 
inconsistent with findings that more educated persons evidence higher 
purchasing involvement and shop more stores. 
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Childers and Rao (1992) conducted a cross cultural study 
compartng American and Thai consumers regarding the influence of 
family and peers in consumer decision making. The influence of these 
two types of reference groups was expected to vary across product 
depending on whether the product was publicly or privately consumed or 
considered a luxury or a necessity. In the case of the family reference 
group, Thai respondents were clearly influenced by families more than 
American respondents. A higher percentage of Thai consumers indicated 
that they bought the same brand of product as their parents. In 
Thailand, there was not much difference in peer influence for public-
versus-private products. In contrast, American respondents were 
influenced by peers more than Thai respondents if the products were 
publicly consumed. The results of the study supported a process of 
consumer decision making based upon the behavioral influence 
perspective (Childers & Rao. 1992). 
Summary of Review of Literature 
The literature revealed a lack of research concerning credit card 
usage among Thai consumers. The majority of the literature reviewed for 
this study was based upon research conducted in the United States. 
Since 1970, the number of U.S. families holding credit cards has 
risen. Compared with many types of cards in the market. bank cards 
have the fastest growth rate since 1983. Credit card usage and 
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knowledge are related to many demographic characteristics such as age. 
education. income. occupation. and marital status. Bank credit cards are 
widely held by upper income, well-educated families. middle-age 
household heads, professionals, and married couples. 
Most of the studies indicated that a large proportion of consumers 
did not appear to be very knowledgeable about credit cards. However. 
college-educated, upper income, middle-aged, white collar. and urban 
card holders had greater knowledge about the cost of credit. The 
literature indicated a weakness of the decision-making perspective in the 
process of choosing a credit card. Card holders usually chose a card with 
incomplete information about the alternatives. 
The future of credit card usage, knowledge, and choice 
perspectives for consumers in Thailand might be predicted from the 
present credit card situation in the United States, since the United States 
Is at the forefront in the credit card field and developing countries are 
likely to follow current trends. Additionally. if it is assumed that 
consumers and marketers in countries all over the world share some 
similar characteristics, it may be appropriate to make projections from 
consumer behavior in a country at the forefront to behavior In following 
countries. However, it Is not realistic to expect Thai consumers to exhibit 
the same credit practices or behaviors as American consumers. Factors 
such as the culture, values, and educational differences of Thai 
consumers may create the differences in credit practices and behaviors. 
CHAPTER III 
METHODOLOGY 
Subjects of Study 
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The population for this study was defined as the Bangkok Bank 
credit card holders. At the time of the study 250,000 people held the 
Bangkok Bank credit card. Of the 250,000 Bangkok Bank credit card 
holders, 250 names of those who met the sample criteria were randomly 
selected by the bank. Selection criteria were credit card holders who: (a) 
resided in Bangkok, Thailand during July- August 1993, (b) had 
telephones. (c) had full time jobs, (d) earned at least 10,000 baht per 
month. and (e) paid their own bills. The subjects in this study 
represented 0 .1% of the total number of Bangkok Bank credit card 
holders in Thailand. 
Instrument Development 
A questionnaire was used to collect data for the study. Information 
on credit card usage, consumer knowledge of credit cards. and consumer 
decision-making perspective in choosing credit cards was collected. 
The instrument was developed using questions from studies 
conducted in the United States and Asia. The questionnaire was divided 
into four parts: (a) credit card usage. (b) credit card knowledge, (c) 
decision making in choosing a credit card, and (d) demographic data. 
Credit card usage measured credit card practices such as years of 
use, number of credit cards held, primary reason for usage. frequency of 
usage, and payment methods. Data were collected using short answer 
items and open-ended questions. 
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In the section measuling consumer knowledge of credit card usage. 
each of the questions was coded as "1 = Correct answer", "2 = Wrong 
answer". and "3 = Don't know." The "Don't know" answer was used to 
increase the reliability of the instrument and to discourage guessing. 
Three questions were used to measure knowledge: How many days 
of grace peiiod does the Bangkok Bank offer for card holders?, What 
interest rate do you pay when you do not pay your credit card bill in 
full?, and How much is your c.redit liability when you Jose your Bangkok 
Bank credit card and you notifY the bank? 
Questions concerning the behavior of consumers analyzed which 
consumer choice perspective--the decision-making perspective, 
expeliential perspective, and/or behavioral influence perspective--guided 
consumers' credit card choice . Two open-ended questions were used to 
collect data. They were: What information sources did you use when you 
decided to apply for the Bangkok Bank credit card? Why did you choose 
to a pply for the Bangkok Bank credit card? 
Demographic valiables included gender, age, malital status, 
education, occupation, and monthly Income. The questionnaire had two 
versions- -one in English and the other In Thai. The English version was 
translated Into Thai. The Thai version was pretested with Thai students 
studying at Utah State University. The first pretest was conducted with 
eight Thai students. After administeling the test, the researcher 
discussed the format and questions with the respondents to evaluate and 
make changes in the questionnaire. After Improving the format and 
making some changes in the questions. the second pretest was 
conducted with an additional seven Thai students. 
Data Collection 
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Data were collected by the researcher using telephone interviews 
during July- August 1993 in Bangkok, Thailand. Advance letters were 
sent to inform the subjects about the purpose and the importance of the 
study before the interviews were conducted. Calls were made during the 
day, evening, and on the weekend. A maximum of three attempts was 
made to reach each subject. Interviews were arranged at convenient 
times for subjects. Subjects were encouraged to ask questions if they did 
not understand the procedure or the questions asked. 
The researcher began the Interviews a week after the advance 
letters were mailed. Since the target number of respondents was 150 and 
the response rate was much higher than the interviewer's expectation, all 
300 subjects were not contacted. Of the first 154 subjects the interviewer 
could reach, only 3 subjects refused to participate. The same reason was 
given for refusing to participate in the study. It was that they were busy 
at the time of the call. From 151 interviews, the data from only one 
subject was unusable since the subject did not fit the sample criteria. 
Data Analysis 
The purpose of this study was to examine differences, if any. in the 
extent of credit card usage, level of credit card knowledge. and consumer 
choice perspectives in selecting credit cards. For the extent of credit card 
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usage. scores from three different credit card usage items--years of 
usage. number of credit cards held. and frequency of usage--were 
combined to create the extent of credit card usage index. The possible 
range of scores in the extent of credit card usage was from 3 to 16: 3 to 6 
represented a light extent of usage, 7 to 10 represented moderate usage. 
and 11 or more represented heavy usage. By these criteria. credit card 
holders who have held the Bangkok Bank credit card for 2 years or less. 
have two or less additional credit cards, and use credit cards up to four 
times a month are grouped into the light extent of usage category. Those 
who have held the Bangkok Bank credit card up to 4 years, have three 
additional credit cards. and use credit cards up to eight times a month 
are grouped into the moderate extent of usage category. Card holders 
who have held the Bangkok Bank credit card up to 6 years, have at least 
four additional credit cards. and use credit cards at least nine times a 
month are grouped into the heavy extent of usage category. 
For this study, credit card knowledge was grouped into high-, 
medium- and low-level knowledge categories. The indicators which were 
used to test the knowledge of credit card holders were (a) interest rate, 
(b) grace period, and (c) credit liability. Credit card holders who correctly 
answered two or three of the questions were considered high-knowledge 
users. Those who correctly answered only one of the questions were 
described as medium-knowledge users. Credit card holders who 
incorrectly answered all three questions were considered low-knowledge 
users. 
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For this study. three consumer choice perspectives were used to 
describe how credit card holders selected credit cards. The three choice 
perspectives were 
1. the decision-making perspective 
2 . the experiential perspective, and 
3 . the behavioral influence perspective. 
The decision-making perspective holds that consumers actively use 
information available around them to compare benefits or utilities when 
they purchase services or products. On the other hand, the experiential 
perspective holds that consumers act on the basis of their emotion;U 
reaction to products. Consumers make purchases in order to create 
feelings. experiences. and emotions rather than to solve problems 
(Mowen, 1988). 
The final perspective--the behavioral influence--proposes that 
consumers act in response to environmental pressures (Mowen, 1988). It 
is believed that environmental stimuli have an effect upon consumers 
when they purchase products. Such environmental stimuli include 
societal and group norms. 
For this study, two questions--(a) why the respondents decided to 
apply for the Bangkok Bank credit card and [b) what were the 
information sources used when they applied for the Bangkok Bank credit 
card--were combined to determine the choice perspective. According to 
the defmitlon of each choice perspective. respondents who gave economic 
benefit reasons were categorized into the decision-making perspective 
group. Respondents who gave emotional benefit reasons were categorized 
into the experiential perspective group. Respondents who gave reasons 
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based upon cultural values and group norms and situation factors were 
assigned to the behaviora l influence perspective. Only the first reason 
given was examined in this s tudy. Two previous research studies 
suggested that the most important attributions and/or concepts would 
be firstly recalled in human memory during the behavioral information 
process (Rholes & Pryor. 1982; Pryor & Kriss , 1977). 
The respondents who gave the following reasons were categorized 
into the decision-making perspective: 
1. more places accept the card, 
2 . cheaper application fees , and 
3. the opportunity to pay the bill in part rather than in full. 
The respondents who gave the following reasons were categorized 
into the experiential perspective group: 
1. the largest bank, 
2. good image, and 
3. impressed with the service. 
The respondents who gave the following reasons were categorized 
into the behavioral influence perspective group: 
1. already had an account with the bank. 
2 . took advantage of a special offer, 
3. it is impolite to refuse the offer, 
4. a credit card facilitates payment while traveling, 
5. the bank is close to home, and 
6. it is easy to apply. 
If the respondents did not state why they applied for a credit card. 
the choice perspective used was assigned based on the information 
source used only. For example . persons who responded to 1V 
commercials as their information source were categorized into the 
experiential perspective group. Those who used their families as the 
information source were categorized into the behavioral influence 
perspective group. 
Since data on the extent of credit card usage. the level of credit 
card knowledge. and consumer's choice perspectives were categorical 
data. chi-square and Cramer's V were used to test the null hypotheses 
for this study. The data were analyzed using the SPSS/PC software 
program. The .05 level of significance was used to test the hypotheses. 
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CHAPTER IV 
RESULTS 
Description of Samples 
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The present investigation was concerned with the influence of the 
demographic characteristics of credit card holders on credit card usage 
and knowledge, as well as consumer's choice perspectives in selecting 
credit cards. The population for this study was all Bangkok Bank credit 
card holders in Bangkok, Thailand. 
At the time of the interviews, there were 250,000 Bangkok Bank 
credit card holders. For this study the credit card and marketing division 
of the Bangkok Bank randomly selected 300 subjects who met the 
sample criteria. The researcher began the interviews a week after the 
advance letters were mailed. 
Since the response rate was higher than the interviewer's 
expectation, all 300 subjects were not contacted. Of the first 154 subjects 
the interviewer could reach, only 3 subjects refused to participate. The 
same reason was given for refusing to participate in the study. It was 
that they were busy at the time of the call. From 151 interviews , the data 
from only one subject were unusable since the subject did not fit the 
sample criteria. 
Gender 
Of the 150 respondents. 67.3% were male and 32.7% were female . 
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The respondents' ages ranged from 23 to 77. The mean age was 44 
years. The largest percentage of credit card holders (46.0%) was from 
ages 36 to 45. 
Marital Status 
Table 3 shows that four-fifths of the respondents (80 .0%) were 
manied and almost one-fifth (18.7%) were single. Only one respondent 
was divorced and one respondent was co-habitating. 
Education 
The highest level of education completed by respondents ranged 
from less than a high school degree to a doctorate. The largest group of 
credit card holders (36.0%) were college graduates. Almost one-fifth of 
respondents (19.3%) had not completed a high school degree while 20.0% 
had completed a vocational school degree. About one-tenth of 
respondents (10.7%) had completed an advanced degree. 
Occupation 
The respondents were categortzed into five occupational groups. 
The majority of respondents (40.0%) were from the highest occupational 
status category--business owners and professional government 
employees. 
Only one-tenth of the credit card holders were classified as clerical 
employees. The number of home-based business owners was almost 
twice the number of professionals in private companies. In this study, 
retirees and housewives were grouped into the "other" category. 
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Monthly Income 
Since the mean income of Thais was not available from the Trade 
Statistics and Economic Indicators of Thailand, the minimum wage per 
day was used to estimate the income profile for Thais. In April 1993. the 
minimum wage for Bangkok residents was 115 baht a day. Therefore. if 
this amount was multiplied by 26 (the average days of work per month). 
the minimum wage per month would be 2.990 baht. Since no 
respondents in this study earned income less than 10,000 baht. it 
appeared that their income was more than triple the income of 
consumers who earned the minimum wage. This information suggested 
that most credit card holders in Thailand are consumers in the upper-
middle and high income groups. Table 1 presents complete demographic 
characteristics. 
General Findings 
Years of Usage 
Most of the respondents could not remember how long they had 
used a credit card. Some respondents checked their years of use from the 
date when their credit cards were issued . Others, especially ones who 
held credit cards for several years, estimated how long they had used 
their card. 
The majority of respondents held credit cards for approximately 3 
years . The mean length of credit cards usage was 3.8 years. Only one-
tenth of respondents held credit cards 2 years or less. Over 50.0% of 
respondents held credit cards 4 years or more. This information suggests 
that the growth of credit card market in Thailand between 1992 - 1993 
grew at a slower rate than the past 5 years. See Table 2. 
Table 1 
Demoli(ra~hic Characteristics of Res~ondents 
Demographic charactelistics Number Percentage 
Gender 
Male 101 67.3 
Female 49 32.7 
Age 
Up to 35 23 15.3 
36 . 45 69 46.0 
46.55 37 24.7 
Over 55 21 14.0 
Malital Status 
Marlied 120 80.0 
Single 28 18.7 
Other 2 1.3 
Education 
Less than high school 29 19.3 
High school 21 14.0 
Vocational school 30 20.0 
College 54 36.0 
Advanced degree 16 10.7 
Occupation 
Business owners and professional 
Government employees 60 40.0 
Professional In plivate companies 20 13.3 
Owners of home-based businesses 37 24.7 
Clelical employees 15 10.0 
Other 18 12.0 
Monthly income 
10.000 . 20.000 30 20.0 
20.001 . 30.000 22 14.7 
30.001 . 40.000 26 17.3 
40.001 . 50.000 19 12.7 
Over 50.000 53 35.3 
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Table 2 
Number of Years Using the Bangkok Bank Credit Card 
Years of usage Number Percentage 
One 3 2 .0 
Two 12 8.0 
Three 53 35.3 
Four 32 21.3 
Five 38 25.3 
Six 12 8.0 
The number of other credit cards held--besides the Bangkok Bank 
credit card--ra11.ged from zero to eight. The largest group of respondents 
(23.3%) held one credit cards. Over one-fifth (21.3%) held two credit 
cards. Few persons had six or more credit cards. See Table 3. 
Table 3 
Number of Other Credit Cards Held 
Number of other credit cards held 
Zero 
One 
Two 
Three 
Four 
Five 
Six or more 
Reason for Usage 
Number 
29 
35 
32 
26 
14 
8 
6 
Percentage 
19.3 
23.3 
21.3 
17.3 
9.3 
5 .3 
4 . 1 
Respondents were asked to describe their main reason for using 
credit cards. Many respondents gave several answers. However, only the 
first reason given was examined in this study since previous studies 
suggested that the most important attributions and/or concepts would 
be firstly recalled in human memory during the behavioral information 
process (Rholes & Pryor, 1982; Pryor & Kriss, 1977). 
The majority of respondents stated that convenience was their 
major reason for usage, followed by preparation for an emergency. and 
ease of payment while traveling (see Table 4) . Four persons mentioned 
delay of payment or free credit. A few respondents indicated that social 
reputation and taking advantage of special discounts when purchasing 
products and/or services were their major reasons for usage. 
Table 4 
Reasons for Using Credit Card 
Reason for usage 
Convenience 
Emergency 
Traveling 
Delayed payment or free credit 
Other 
Frequency of Usage 
Number 
76 
35 
23 
12 
4 
Percentage 
50.7 
23.3 
15.3 
8.0 
2 .7 
Respondents were asked how often they used their credit cards 
(see Table 5) in a month. Most of them were unable to give the specific 
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number of times of usage since their usage varied from month to month. 
Therefore. most of the respondents answered according to the frequency 
of usage in the month prior to the interview. The answers ranged from 
using once in a year to 25 times in a month. The majority of respondents 
used credit cards from one to four times a month. 
Table 5 
Frequency in Using Credit Card 
Frequency of usage 
Less than once 
1 - 4 
5-8 
9 - 12 
Over twelve 
Method of Payment 
Number 
14 
73 
21 
23 
19 
Percentage 
9.3 
48.7 
14.0 
15.3 
12.7 
48 
The answer given for the question on method of payment (Table 6) 
was consistent with the question on reasons for using credit cards. The 
majority of respondents (50. 7%) said that convenience was their major 
reason for using credit cards and few persons used credit cards to delay 
payment: fully 88.7% of respondents said they paid their credit card bills 
in full each month. 
Table 6 
Method of Payment 
Payment method 
Pald in full 
Pald in part 
Using Cash Advance SeiVices 
Number 
133 
17 
Percentage 
88.7 
11.3 
The original questionnaire for this study did not contain a question 
concerning cash advances. After the questionnaire was reviewed by the 
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Bangkok Bank credit card and marketing division, a question on usage of 
the cash advance feature was added to the questionnaire. 
As shown in Table 7. 68 .0% of respondents never used the cash 
advance service. The questionnaire did not include a question as to why 
the respondents never used the cash advance service. However, some of 
respondents stated that they did not use the service because the charges 
were too high and they had no need for the service. 
About 21.0% of the respondents said that they used the service 
because they did not have enough cash on hand. "Bank closed" and "The 
store did not accept credit cards" were other important reasons for using 
the cash advance service. Over 20.0% of respondents who used the 
service did not give a reason for usage. 
Table 7 
Used Cash Advance Service 
Used cash advance service 
No 
Yes 
Total 
Reason for usage 
- Not enough cash 
- Did not give specific reasons 
- Bank closed 
- Credit cards were not accepted 
- Though that service wouldn't be 
charged 
- Paid a debt 
- Checked code number 
- Loan for friends 
- Broken ATM machine 
Total 
Number 
102 
48 
!50 
Number 
10 
10 
8 
6 
4 
3 
3 
2 
2 
48 
Percentage 
68 .0 
32 .0 
100.0 
Percentage 
20.8 
20.8 
16.6 
12.5 
8 .3 
6.3 
6 .3 
4 .2 
4 .2 
100.0 
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The Extent of Credit Card Usage 
For the extent of credit card usage. scores from three different 
credit card usage items--years of usage, number of credit cards held , and 
frequency of usage--were combined to create the extent of credit card 
usage index. The possible range of scores in the extent of credit card 
usage was from 3 to 16: 3 to 6 represented a light extent of usage, 7 to 
10 represented moderate usage, and 11 or more represented heavy 
usage. By these criteria. credit card holders who had held the Bangkok 
Bank credit card for 2 years or less, had two or less additional credit 
cards, and used credit cards up to four times a month were the light 
extent user. Those who had held the Bangkok Bank credit card up to 4 
years, had three additional credit cards, and used credit cards up to 
eight times a month were the moderate extent user. Card holders who 
had held the Bangkok Bank credit card up to 6 years, had at least four 
additional credit cards, and used credit cards at least nine times a month 
were defined as the heavy extent user. 
Table 8 shows that almost half of respondents (46. 7%) for this 
study were moderate users. Twenty-eight percent were light users and 
only one-fourth (25.3%) were heavy users. 
Table 8 
The Extent of Credit Card Usa~e 
The extent of use 
Light user 
Moderate user 
Heavy user 
Number 
42 
70 
38 
Percentage 
28.0 
46.7 
25.3 
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Knowledge of Credit Card Usage 
The indicators which were used to test the knowledge of credit card 
holders were (a) interest rate. (b) grace period. and (c) credit liability. As 
Table 9 shows, an equal percentage of respondents (24.0%) gave correct 
answers to the questions on interest rate and grace period. Respondents 
had a lower level of knowledge of their credit liability. Only 13.3% of 
respondents gave correct answers on the question regarding credit 
liability. 
The majority of respondents replied "Do not know" to all the 
knowledge questions. About 65% of respondents did not know the 
interest rate. Two-thirds (66.0%) were unsure of the grace period. 
Interestingly, fully 80% did not want to venture a guess In response to 
the question on credit liability. 
Table 9 
Knowledge of Credit Card Usage 
Knowledge of credit card usage 
Interest rate 
Correct answer 
Wrong answer 
Do not know 
Grace period 
Correct answer 
Wrong answer 
Do not know 
Credit liability 
Correct answer 
Wrong answer 
Do not know 
Number Percentage 
36 24.0 
16 10.7 
98 65.3 
36 24.0 
15 10.0 
99 66.0 
20 13.3 
lO 6.7 
120 80.0 
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Level of Credit Card Knowledge 
For this study. credit card knowledge was grouped into high -. 
medium-. and low-knowledge categories. As Table 10 shows. over half of 
the respondents (54.7%) fell into the low-knowledge group . Thirty-four 
percent were medium-knowledge users and only 11.3% were high-
knowledge users. 
Table lO 
Level of Credit Card Knowledge 
Level ot credit card knowledge 
Low-knowledge user 
Medium-knowledge user 
High-knowledge user 
Reason for Applying for the Bangkok 
Bank Credit Card 
Number 
82 
51 
17 
Percentage 
54.7 
34.0 
11.3 
There were a variety of reasons given by the respondents when 
ques tioned about why they applied for the Bangkok Bank credit card. 
However. almost half of respondents (47.3%) applied for the card because 
they had an existing account with the bank. 
About 10.0% said that they applied for the card because the 
Bangkok Bank is the largest bank In Thailand. while 6. 7% mentioned 
that they got a special offer when they applied for the card. Some (5.3%) 
said that they applied for the card because the Bangkok Bank has a good 
image. and another 5.3% mentioned that it Is impolite to refuse the card 
offer since they had received a loan from the bank. A few respondents 
mentioned other reasons (Table 11). 
Table 11 
Reason for Applying for a Bangkok Bank Credit Card 
Reason for a pplying the Bangkok 
Bank credit card 
Had banking account with the bank 
The largest bank 
A special offer 
Good image 
Impolite to refuse 
Impressed with the service 
Travel 
Bank is close to home 
More places accept the card 
Did not give a reason 
Easy to apply 
Other 
Source of Information 
Number 
71 
14 
10 
8 
8 
6 
6 
4 
3 
3 
3 
14 
Percentage 
47.3 
9.3 
6.7 
5.3 
5 .3 
4.0 
4.0 
2.7 
2 .0 
2.0 
2.0 
9.3 
There are five primary sources of information available to 
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consumers. They are (a) memory of past searches, personal experiences. 
and low-involvement learning, (b) personal sources--friends and family. 
(c) independent sources--consumer groups and advertising, (d) marketing 
sources--sales personal and advertising, and (e) experiential sources--
inspection or product trail (Beales, Mazls, Salop, & Staelin . 1981). 
As Table 12 shows, almost 60.0% of respondents based their 
information upon the marketing source (e.g., bank officer, advertising, 
brochure, and poster) . About 27.0% used a personal information source. 
One-tenth of respondents used a combination of sources and a few 
respondents could not remember their source of information. 
Table 12 
Source of Information 
Source of information 
Bank offi cers 
Family & relative 
Friends 
Advertising 
Brochure or poster 
Combination of source 
Could not remember 
Consumer's Choice Perspectives 
in Selecting Credit Cards 
Number 
66 
26 
14 
12 
10 
15 
7 
Percentage 
44.0 
17.3 
9.3 
8.0 
6.7 
10.0 
4.7 
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For this study, three consumers' choice perspectives were used to 
describe how credit card holders made a choice when they decided to 
apply for credit cards. The three choice perspectives were 
l. the decision-making perspective 
2. the experiential perspective, and 
3. the behavioral influence perspective. 
The decision-making perspective holds that consumers actively use 
information available around them to compare benefits or utilities of 
products. On the other hand, the experiential perspective argues that 
consumers act on the basis of their emotional reaction to products. 
Differently, the behavioral influence perspective proposes that consumers 
act In response to environmental pressures. It is believed that 
environmental stimuli have an effect upon consumers when they 
purchase products (Mowen. 1988). 
Table 13 shows that the behavioral influence perspective was the 
major perspective used (71.3%) when the respondents chose to apply for 
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a credit card. Almost 11.0% chose the credit card using the experientia l 
perspective. Fourteen percent of respondents used a combination of 
behavioral and experiential perspectives when they applied for a credit 
card . In very few cases did respondents choose a credit card by the 
decision-making perspective (2.0%), the combination of decision -makin g 
and behavioral perspectives (1.3%). or the combination of all three 
perspectives (0. 7%) . 
Table 13 
Consumer Choice Perspectives 
Choice perspectives 
Decision-making 
Experiential 
Behavtoral 
Decision-making + Experiential 
Decision-making+ Behavtoral 
Experiential + Behavtoral 
Decision-making + Experiential + 
Behavtoral 
Number 
3 
16 
107 
0 
2 
21 
Analysis of Hypotheses 
Percentage 
2.0 
10.7 
71.3 
0 .0 
1.3 
14.0 
0.7 
The chi-square test of independence was used to test the 
hypotheses that two categorical variables are independent. Chi-square 
provides little information about the strength of the association and the 
results are dependent on sample size. with larger samples more likely to 
be statistically significant (Norusis, 1988). Therefore , Cramer's V, a 
measure of association which can range from 0 to 1, was used in 
addition to chi-square to assess the strength of association between the 
two variables (Agresti, 1984). For all statistical analyses the level of 
significance was .05. 
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The dependent variables were (a) the extent of credit card usage. (b) 
the level of credit card knowledge. and (c) the consumer's choice 
perspectives . The independent variables were (a) gender. (b) age . (c) 
marital status, (d) education, (e) occupation, and (f) monthly income. 
There were three major null hypotheses for this study. Under the major 
hypotheses. specific null hypotheses were proposed to examine a 
significance test for each of the independent variables. 
Major Hypothesis 1 
There is no relationship between the demographic 
characteristics of credit card holders and the extent of credit card usage. 
Hypothesis 1a. There is no relationship between the gender of 
credit card holders and the extent of credit card usage. 
More males (27.7%) than females (20.4%) were heavy users. Almost 
half of both genders were moderate users. One-fourth of male 
respondents (32. 7%) and one-third of female respondents (25. 7%) were 
light users. The descriptive data suggested that males tended to use 
credit cards to a greater extent than females. 
Chi-square and Cramer's V were computed to measure the 
association between gender and the extent of credit card usage. The 
result is reported in Table 14. The chi-square value was 1.260 (p = .532) : 
Cramer's V was .092. The result was not significant so this hypothesis 
was not rejected. There was no statistically significant relationship in this 
sample between gender and the extent of credit card usage. 
Table 14 
Gender and th e Extent of Credit Card Usage 
Description 
Ma le 
Light 
Moderate 
Heavy 
Female 
Light 
Moderate 
Heavy 
Chi-square 
Cramer's V 
Cases 
150 
Value 
1.260 
.092 
Number Percentage 
26 25.7 
47 46.5 
28 27 .7 
16 32 .7 
23 46.9 
10 20.4 
df S ignificance 
2 .532 
Hypothesis lb. There is no relationship between the age of credit 
card holders and the extent of credit card usage. 
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The four age categories were 23 - 35, 36 - 45. 46 - 55. and 56- 77. 
As Table 15 shows, the largest percentage (38.1 % ) of the oldes t group of 
respondents is light users . followed by the youngest group of 
respondents (30.4%). An inspection of the descriptive data did not 
s uggest a negative and/or positive relationship between age and the 
extent of credit card usage. 
Chi-square was 3.200 (p = . 783) and Cramer's V was . 103 . The null 
hypothesis was not rejected. The relationship between age and the extent 
of credit card usage was not s ignificant for this sample. 
Table 15 
Age and the Extent of Credit Card Usage 
Description 
23- 35 
Light 
Moderate 
Heavy 
36-45 
Light 
Moderate 
Heavy 
46 -55 
Light 
Moderate 
Heavy 
Over 55 
Light 
M oderate 
Heavy 
Chi-square 
Cramer's V 
Cases 
150 
Value 
3.200 
.103 
Number 
df 
6 
7 
10 
6 
19 
33 
17 
8 
17 
12 
8 
10 
3 
Percen tage 
30.4 
43.5 
26.1 
27.5 
47.8 
24.6 
21.6 
45.9 
32.4 
38. 1 
47.6 
14.3 
Significance 
.783 
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Hypothesis 1c. There is no relationship between the marital status 
of credit card holders and the extent of credit card usage. 
Marital status was categorized into three groups: single, married . 
and other. Since there were only two cases of respondents in the "other" 
category. the "other" category was not of sufficient size to provide 
accurate statistical results. Therefore, when the chi-square value was 
calculated to test the hypotheses, the "other" category was omitted in all 
hypothesis tests for marital status. 
An equal percentage of married respondents (28 .3%) was light 
users and heavy users. An inspection of Table 16 shows that married 
respondents (28.3%) were a lmost twice as likely as single respondents 
( 14.3%) to be heavy users. 
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Chi-square and Cramer's V were computed to measure the 
association between marital status and the extent of credit card usage. 
The chi-square value was 3.307 (p = .191); Cramer's V was .149. The 
hypothesis was not rejected. The relationship between marital status and 
the extent of credit card usage was not statistically significant. 
Table 16 
Marital Status and the Extent of Credit Card Usage 
Description Number Percentage 
Married 
Light 34 28.3 
Moderate 52 43.3 
Heavy 34 28.3 
Single 
Light 7 25.0 
Moderate 17 60.7 
Heavy 4 14.3 
Cases Value df Si£nificance 
Chi-square 148 3.307 2 .191 
Cramer's V .149 
Hypothesis 1d. There is no relationship between the education of 
credit card holders and the extent of credit card usage. 
Education of respondents was categorized into 5 groups: (a) less 
than high school, (b) high school, (c) vocational school, (d) college, and [e) 
advanced degree (Table 17) . Since there were few respondents in the 
"advanced degree" category. it was combined with the "college degree" 
category for chi-square analysis. 
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The highest education group--advan ced degree-- had the largest 
percentage (43.8%) in the heavy users category. followed by the lowest 
education group--less than high school (31.0%). The descriptive data did 
not reflect the hypothesized positive relationship that the extent of usage 
increases with the level of education . 
Chi-square value was 10.219 (p = .250) ; Cramer's V was .185. The 
null hypothesis was not rejected. In this study education level was not 
significantly related to the extent of credit card usage. See Table 17. 
Hypothesis 1e. There is no relationship between the occupation of 
credit card holders and the extent of credit card usage. 
Occupation was categorized into five groups: (a) business owners 
and professional government employees. (b) professionals in private 
companies. (c) owners of home-based businesses, (d) clerical employees, 
and (e) other (housewives and retirees). Since there were few respondents 
in the "clerical" category, it was combined with the "other" category when 
the chi-square value was calculated. 
An inspection of Table 18 shows that the highest occupation status 
group--business owners and professional government employees--used 
credit cards to a greater extent than other occupational groups. Over 
thirty-six percent of the highest occupation status were heavy-users, 
followed by professional employees in private companies (30.0%). 
Respondents who fell into the "other" category show a larger percentage 
(22 .2%) in a group of heavy users than respondents who were owners of 
the home-based businesses or clerical categories. 
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Table 17 
Education and the Extent of Credit Card Usage 
Description Number Percentage 
Less than high school 
Light 11 37 .9 
Moderate 9 31.0 
Heavy 9 31.0 
High school 
Light 8 38.1 
Moderate 11 52.4 
Heavy 2 9.5 
Vocational school 
Light 8 26.7 
Moderate 15 50.0 
Heavj 7 23.3 
College 
Light 13 24.1 
Moderate 28 51.8 
Heavy 13 24.1 
Advanced degree 
Light 2 12.4 
Moderate 7 43.8 
Heavy 7 43.8 
Cases Value df Si!;~nii'icance 
Chi-square 150 10.219 8 . 250 
Cramer's V .185 
When the chi-square value was calculated to test this hypothesis. 
there was a statistically significant relationship between occupation and 
the extent of credit card usage. The chi-square value was 21 .043 (p = 
.005). Thus. the null hypothesis was rejected. Occupation was 
s ignificantly related to the extent of credit card usage. However, Cramer's 
V, which measures strength of association was only .265 which indicates 
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that the relationship between occupation and credit card use was rather 
weak. 
Table 18 
Occupation and the Extent of Credit Card Usage 
Description 
Business owners and professional 
government employees 
Light 
Moderate 
Heavy 
Professionals in private companies 
Light 
Moderate 
Heavy 
Owners of home-based business 
Light 
Moderate 
Heavy 
Clerical employees 
Light 
Moderate 
Heavy 
Other 
Light 
Moderate 
Heavy 
Chi-square 
Cramer's V 
Cases 
150 
Number 
11 
27 
22 
2 
12 
6 
18 
14 
5 
4 
10 
1 
7 
7 
4 
Value df 
21.043 8 
.26.5 
Percentage 
18.3 
45.0 
36.7 
10.0 
60.0 
30.0 
48.6 
37.8 
13 . .5 
26.7 
66.6 
6.7 
38.9 
38.9 
22.2 
Significance 
.007 
Hypothesis If. There is no relationship between the monthly 
income of credit card holders and the extent of credit card usage. 
Income of respondents was categorized into five groups, from 
10,000 baht to over 50,000 baht per month (see Table 19). Since only 18 
respondents had income of 40,001 to 50.000 baht, the two highest 
income categories were combined to test the hypotheses under the 
income independent variable. 
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Descriptive data suggested that higher income respondents used 
credit cards to a greater extent than lower income respondents. Over 
forty percent (40. 7%) of respondents who had income more than 50,000 
baht a month were heavy users while only 6. 7% of respondents who had 
the lowest income (10.000- 20,000 baht) were heavy users. 
For this hypothesis. chi-square was 21.012 (p = .007). Therefore. 
the hypothesis was rejected, suggesting a positive relationship between 
income and the extent of credit card usage. As income increased , credit 
card usage increased. However. Cramer's V (.265) indicated that. 
although statistically significant, the relationship between income and 
credit card usage is rather weak in this sample. 
Under the first major hypothesis. gender, age, marital status, and 
education were not related to the extent of credit card usage. However, 
occupation and monthly income were positively related to usage. 
Major Hypothesis 2 
There is no relationship between the demographic characteristics 
of credit card holders and the level of credit card knowledge. 
Table 19 
Monthly Income and the Extent of Credit Card Usage 
Description 
10.000 - 20.000 
Light 
Moderate 
Heavy 
20.001 - 30.000 
Light 
Moderate 
Heavy 
30,00 1 - 40.000 
Light 
Moderate 
Heavy 
40,001 - 50.000 
Light 
Moderate 
Heavy 
Over 50.000 
Light 
Moderate 
Heavy 
Chi-square 
Cramer's V 
Cases 
150 
Value 
21.012 
.265 
Number 
df 
8 
15 
13 
2 
8 
II 
3 
7 
14 
5 
4 
8 
6 
8 
24 
22 
Percentage 
50.0 
43.3 
6.7 
36.4 
50.0 
13.6 
26.9 
53.8 
19.2 
22.2 
44.4 
33.3 
14.8 
44.4 
40.7 
Significance 
.007 
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Hypothesis 2a. There is no relationship between the gender of 
credit card holders and the level of credit card knowledge. 
Table 20 shows that 50.5% of ma les and 6 1.2% of females were 
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low-knowledge users. About 36.0% of males and 30.0% of females were 
medium-knowledge users. Only 12.9% of males and 8.2% of females were 
high-knowledge users. Descriptive data suggests that m a le respondents 
were more knowledgeable about credit cards than females. 
However. the chi-square value (1.693) was not significant (p=.429); 
Cramer's V was .106. Therefore, the hypothesis was n ot rejected. In this 
study. the relation s hip between gender and credit card knowledge was 
not significant. 
Table 20 
Gender and the Level of Credit Card Knowledge 
Description Number Percentage 
Ma le 
Low 5 1 50.5 
Medium 37 36.6 
High 13 12.9 
Female 
low 30 61.2 
Medium 15 30.6 
High 4 8.2 
Cases Value df Significance 
Chi-square 150 1.693 2 .429 
Cramer's V .1 06 
Hvoothesis 2b. There is no relationship between the age of the 
credit card holders and the level of credit card knowledge. 
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An inspection of Table 21 suggests a relationship between age and 
the level of credit card knowledge. Over 50.0% of respondents in a ll age 
groups were low-knowledge users. Less than five percent (4.8%) of 
respondents in the oldest age group were high-knowledge users. 
Respondents aged 36 to 45 had the largest percentage (14.5%) of high-
knowledge users. 
The value of the chi-square test was 2.039 [p = .916). The chi-
square value was not significant. Therefore. the hypothesis was not 
rejected. Cramer's V was .082. Age of credit card holders was not 
associated with the level of credit card knowledge. 
Hypothesis 2c. There is no relationship between the marital status 
of credit card holders and Lhe level of credit card knowledge. 
When comparing the married and single respondents. a larger 
percentage of single respondents (1 7.9%) was high-knowledge users. 
Additionally, a smaller percentage of single respondents (42.9%) was low-
knowledge users (see Table 22). Descriptive data indicated a difference in 
the level of credit card knowledge between single and married 
respondents . 
However, when the hypothesis was tested, the chi-square va lue of 
2 .106 (p = .349) did not approach the .05 significance level. The 
hypothesis was not rejected. Cramer's V was .119. There was no 
relationship between marita l status and credit card knowledge. 
Table 21 
Age and the Level of Credit Card Knowledge 
Description 
Up to 35 
Low 
Medium 
High 
36-45 
Low 
Medium 
High 
46 - 55 
Low 
Medium 
High 
Over 55 
Low 
Medium 
High 
Chi-square 
Cramer's V 
Cases 
150 
Value 
2.039 
.082 
67 
Number Percentage 
12 52.2 
9 39. 1 
2 8.7 
36 52.2 
23 33.3 
10 14.5 
20 54.1 
13 35.1 
4 10.8 
13 61.9 
7 33.3 
1 4.8 
df Significance 
6 .916 
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Table 22 
Marital Status and the Level of Credit Card Knowledge 
Description Number Percentage 
Married 
Low 67 55.8 
Medium 41 34.2 
High 12 10.0 
Single 
Low 12 42.86 
Medium 11 39.28 
High 5 17.86 
Cases Value df Significance 
Chi-square 148 2.106 2 .349 
Cramer's V .119 
Hypothesis 2d. There is no relationship between the education of 
credit card holders and the level of credit card knowledge. 
None of the respondents with less than a high-school education 
were high-knowledge users. Half the respondents who completed 
vocational school and advanced degrees were low-knowledge users. 
Interestingly, high school graduates had the largest percentage of 
respondents in the high-knowledge category. See Table 23. 
When the hypothesis was tested. the chi-square value of 8.925 (P = 
.349) was calculated. The hypothesis was not rejected. Cramer's V was 
.l 72. There was no statistically significant relationship between 
education and credit card knowledge. 
Table 23 
Education and the Level of Credit Card Knowledge 
Description 
Less than high school 
Low 
Medium 
High 
High school 
Low 
Medium 
High 
Vocational school 
Low 
Medium 
High 
College 
Low 
Medium 
High 
Advanced degrees 
Low 
Medium 
High 
Chi-square 
Cramer's V 
Cases 
150 
Value 
8.925 
.172 
Number 
df 
8 
19 
lO 
0 
lO 
6 
5 
15 
10 
5 
29 
19 
6 
8 
7 
1 
Percentage 
65.5 
34.5 
0.0 
47.6 
28.6 
23.8 
50.0 
33.3 
16.7 
53.7 
35.2 
11.1 
50.0 
43.7 
6.3 
Significance 
.349 
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Hypothesis 2e. There is no relationship between the occupation of 
credit card holders and the level of credit card knowledge. 
Table 24 shows that professional employees in private companies 
had the largest percentage of respondents in high-knowledge users 
category. Interestingly. none of the respondents in the "other" category 
were high-knowledge users. 
For this hypothesis. a chi-square statistic of 11.298 (p = .185) was 
calculated for occupation and level of credit card knowledge. There was 
no statistically s ignificant rela tionship between occupation and level of 
credit card knowledge. Cramer's V was . 194.The hypothesis was not 
rejected. 
Table 24 
Occupation and the Level of Credit Card Knowledge 
Description Number Percentage 
Business owners and professional 
government employees 
Low 31 51.7 
Medium 24 40.0 
High 5 8.3 
Professional in private companies 
Low 7 35.0 
Medium 8 40.0 
High 5 25.0 
Owners of home-based business 
Low 23 62.2 
Medium 9 24.3 
High 5 13.5 
Clerical 
Low 7 46.7 
Medium 6 40.0 
High 2 13.3 
Others (housewives and retiree) 
Low 
Medium 13 72.2 
High 5 27.8 
0 0.0 
Cases Value df SiSnJficance 
Chi-square 150 11.298 8 . 185 
Cramer 's V .194 
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HYPothesis 2f. There is no relationship between the monthly 
income of credit card holders and the level of credit card knowledge. 
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Note the similarity in the distribution of knowledge levels between 
the lowest and highest income groups (Table 25) . Sixty-three percent of 
low-knowledge users were in the highest income group and 60.0% of the 
low-knowledge users were in the lowest income group. 
To test the relationship between income and the level of credit card 
knowledge, the chi-square test was calculated. The chi-square value was 
7.171 (p = .518) . Cramer's V was . 155. Thus the hypothesis was not 
rejected. 
All six null hypotheses were consistent. None of the null 
hypotheses were rejected. In this study of Thai credit card users, gender. 
age, marital status. education, and income were not associated With 
credit card knowledge. 
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Table 25 
Monthly Income and the Level of Credit Card Knowledge 
Description Number Percentage 
10,000 - 20,000 
Low 18 60.0 
Mediu m 9 30.0 
High 3 10.0 
20.001 - 30,000 
Low 11 50.0 
Medium 7 31.8 
High 4 18.2 
30.00 I - 40.000 
Low lO 38.5 
Medium 13 50.0 
High 3 11.5 
40.001 - 50,000 
Low 8 44.4 
Medium 7 38.9 
High 3 16.7 
Over 50.000 
Low 34 63.0 
Medium 16 29.6 
High 4 7.4 
Cases Value CIT S ignificance 
Chi-square 150 7.171 8 .5 18 
Cramer's V . 155 
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Major HYPothesis 3 
There is no relationship between the demographic characteristics 
of credit card holders and the consumer's choice perspectives. 
There were three consumers' choice perspectives and four 
combinations examined in this study. They were: (a) decision-making 
perspective, (b) experiential perspective. (c) behavioral influence 
perspective. (d) decision-making and experiential perspectives. (e) 
decision-making and behavioral influence perspectives, (0 experiential 
and behavioral influence perspectives. and (g) decision-making, 
experiential. and behaviora l influence perspectives. 
Since the majority of respondents (71.3%) used the behavioral 
influential perspective, all respondents who used the other two 
perspectives and their combinations were lumped together in the "other 
perspectives" category. These categories were combined to avoid Luo few 
numbers for statistical analysis . 
Hypothesis 3a. There is no relationship between the gender of 
credit card holders and the consumer's choice perspectives. 
Table 26 shows that four-fifths of female respondents fell into the 
behavioral influence perspective category while only one-fifth of them fell 
into the other perspectives category. Similar findings were found for male 
respondents. The majority of male respondents (67.3%) used the 
behavioral influence perspective and only one-third of them (32 . 7%) used 
the other perspectives when they applied for a credit card. 
When the hypothesis was tested. a chi-square statistic of 2.427 
was calculated (p = .119) . Cramer's V was . 127. The result suggests that 
there is no relationship between gender and the consumer's choice 
perspectives. 
Table 26 
Gender and the Consumer's Choice Perspectives 
Description 
Male 
Behavioral 
Other 
Female 
Behavioral 
Other 
Chi -square 
Cra mer's V 
Cases 
150 
Value 
2.427 
.127 
Number 
df 
68 
33 
39 
10 
Percentage 
67.3 
32.7 
79.6 
20.4 
Significance 
. 119 
Hypothesis 3b. There is no relationship between the age of credit 
card holders and the consumer's choice perspectives. 
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Over 70.0% of respondents in all age groups--except the oldest age 
group--used the behavioral influence perspective (Table 27). The oldest 
age group (over 55) had the lowest percentage of respondents (52.4%) 
using the behavioral influence perspective. 
When the hypothesis was tested, the chi-square value of 4.329 was 
calculated (p = .228). Cramer's V was .127. The hypothesis was not 
rejected. No relationship between age and choice perspectives was found 
in this study. 
Table 27 
Age and the Consumer's Choice Perspectives 
Description 
Up to 35 
Behavioral 
Other 
36 - 45 
Behavioral 
Other 
46-55 
Behavioral 
Other 
Over 55 
Behavioral 
Other 
Chi-square 
Cramer's V 
Cases 
!50 
Value 
4.329 
.127 
Number 
df 
3 
17 
6 
5 1 
18 
28 
9 
ll 
10 
Percentage 
73.9 
26.1 
73.9 
26.1 
75.7 
24.3 
52.4 
47.6 
Significance 
.228 
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Hypothesis 3c. There is no relationship between the marttal status 
of credit card holders and the consumer's choice perspectives. 
Almost equal percentages of respondents who were single (71. 7%) 
and married (71.4%) used the behavioral influence perspective (Table 28). 
This suggests that marttal status is not related to the consumer's choice 
perspectives. 
For this hypothesis, a chi-square statistic of .0006 was calculated 
(p = .979) . Cramer's V was .002. Therefore, the hypothesis was not 
rejected. 
Ta ble 28 
Marital Status and the Consumer's Choice Perspective 
Description 
Ma rried 
Behavioral 
Other 
Single 
Behavioral 
Other 
Chi-square 
Cramer's V 
Cases 
148 
Value 
.0006 
.002 
Number 
df 
86 
34 
20 
8 
Percen tage 
71.7 
28 .3 
7 1.4 
28.6 
Significance 
.979 
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Hypothesis 3d. There is no relationship between the education of 
credit card holders and the consumer's choice perspectives . 
The percentage of respondents in the behavioral influence 
perspective ranged from 61.9% to 87.5%. Respondents in the highest 
education category had the largest percentage of respondents [87.5%) 
who used the behavioral influence perspective. followed by respondents 
in the lowest education category [82.8%). See Table 29 . 
For this hypothesis, a chi-square statistic of 6. 718 [p = .152) was 
calculated. The chi-square value was not statistically significant at the 
0 .05 level. Cramer's V was .212 . 
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Table 29 
Education and the Consumer's Choice Perspectives 
Description Number Percentage 
Less than high school 
Behavioral 24 82.8 
Other 5 17.2 
High school 
Behavioral 13 61.9 
Other 8 38.1 
Vocational school 
Behavioral 22 73.3 
Other 8 26.7 
College 
Behavioral 34 63.0 
Other 20 37.0 
Advanced degree 
Behavioral 14 87.5 
Other 2 12.5 
Cases Value di' SiSnificance 
Chi-square 150 6.718 4 .152 
Cramer's V .2 12 
Hypothesis 3e. There is no relationship between the occupation of 
credit card holders and the consumer's choice perspectives 
Respondents in the "clerical" category had the largest percentage 
(80.0%) and respondents in the "other" category had the lowest 
percentage (61.1 o/o) of respondents who used the behavioral influence 
perspective . See Table 30. 
A chi-square value of 2.278 (p = .685) was calculated for this 
hypothesis. Cramer's V was .123. The hypothesis was not rejected. There 
was no relationship between occupation and the consumer's choice 
perspectives. 
Table 30 
Occupation and the Consumer's Choice Perspectives 
Descrtption 
Business owners and professional 
govemment employees 
Behavioral 
Other 
Professional in prtvate companies 
Behavioral 
Other 
Owners of home-based business 
Behavioral 
Other 
Clertcal 
Behavioral 
Other 
Others(housewives. retirees, students) 
Behavioral 
Other 
Chi-square 
Cramer's V 
Cases 
150 
Value 
2.278 
.123 
Number 
45 
15 
13 
7 
26 
11 
12 
3 
11 
7 
df 
4 
Percentage 
75.0 
25.0 
65.0 
35.0 
70.3 
29.7 
80.0 
20.0 
61.1 
38.9 
Significance 
.685 
Hypothesis 3f. There is no relationship between the monthly 
income of credit card holders and the consumer's choice perspectives. 
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Over 50.0% of respondents in all income groups used the 
behavioral influence perspective. However, the lowest income group had 
the highest percentage of respondents (83.3%) who used the behavioral 
influence perspective. See Table 31. 
A chi-square statistic of 9.129 (P = .058) was calculated for income 
and consumer's choice perspectives. Cramer's V was .24 7. The 
hypothesis was not rejected. Income was not related to the consumer's 
choice perspectives. 
Table 31 
Monthly Income and the Consumer's Choice Perspectives 
Description 
10.000- 20.000 
Behavioral 
Other 
20.001 - 30.000 
Behavioral 
Other 
30.001 - 40.000 
Behavioral 
Other 
40.001 - 50.000 
Behavioral 
Other 
Over 50.000 
Behavioral 
Other 
Chi-square 
Cramer's V 
Cases 
150 
Value 
9.129 
.247 
Number 
25 
5 
17 
5 
14 
12 
10 
8 
41 
13 
df 
4 
Percentage 
83.3 
16.7 
77.3 
22.7 
53.8 
46.2 
55.6 
44.4 
75.9 
24.1 
Significance 
.058 
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The results were consistent for all specific hypotheses tested . None 
of the null hypotheses were rejected. Gender, age, marital status, 
education, and income were not significantly related to consumer's 
choice perspectives in this study. 
Summary of Hypotheses 
As a result of the 18 specific null hypothesis tests, only two 
independent variables were found to have a statistically significant 
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relationship with the extent of credit card usage. The findings suggested 
a weak positive relationship between the extent of credit card usage and 
occupation and the extent of credit card usage and income. Respondents 
of higher occupational status and income tended to use credit cards to a 
slightly greater extent than a group of lower occupational status and 
income. Gender, age, marital status, and education were not related to 
the extent of credit card usage in this study. 
No relationship was found between the levels of credit card 
knowledge and the demographic characteristics of tl1e credit card holders 
selected for this study. Gender, age, marital status, education, 
occupa tion, and income were not related to the level of credit card 
knowledge. 
Similar to the level of credit card knowledge, no statistica lly 
s ignificant relationship was found between the consumer's choice 
perspectives and demographic characteristics of credit card holders. The 
consumer's choice perspectives were not related to gender. age, marital 
status. education, occupation, or income. 
CHAPTERV 
SUMMARY 
Summary and Conclusions 
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The purpose of this study was to examine the relationship between 
demographic characteristics of credit card holders and the extent of 
credit card usage, the level of credit card knowledge, and the consumer's 
choice perspectives. The demographic characteristics chosen for the 
study were (a) gender, (b) age, (c) marital status, (d) education, (e) 
income, and (f) occupation. 
Data for this study were collected in Bangkok, Thailand by 
telephone interviews during July -August 1993. The sample consisted of 
!50 Bangkok Bank credit card holders. The survey investigated credit 
card usage (years of usage, number of credit cards held, frequency of 
usage, reason for usage, method of payment, and using cash advance 
service) , credit card knowledge (knowledge of interest rates, grace 
periods, and credit liability}, and consumer's choice perspectives 
(decision-making, experiential, and behavioral influence perspectives). 
Of the !50 respondents, 67.0% were male and 32.0% were female. 
Respondents' ages ranged from 23 to 77; the mean age was 44 years. 
Eighty percent of respondents were married. The largest group of credit 
card users in this study were highly educated; 46.0% of the sample had 
at least a college degree. Forty percent of respondents were business 
owners and professional government employees. Over one-third of 
respondents (35.3%) were in the highest income category (over 50,000 
baht) per month. The initial information indicated that married middle-
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age men who have a high socioeconomic status were the largest group of 
credit card holders in Thailand. 
The mean number of years that respondents had used their credit 
cards was 3 .8. The average number of credit cards held was three. 
Convenience was the major reason (50. 7%) for using credit cards, 
followed by emergencies (23.0%). and traveling (15.0%) . Over 88.0% of 
respondents paid their credit card bills in full each month and almost 
half (48 .0%) used credit cards one to four times a month. More than two-
thirds of respondents (68.0%) never used the cash advance service. Their 
reasons for not using the cash advance were that the charges were too 
high and they had no need for the service. 
The majority of respondents did not give the correct answers to 
questions about credit card knowledge. About 24.0% of card holders 
knew the length of the grace period and the interest rate. However, only 
13.0% knew their liability if they lost their credit card. 
In this study, the scores from three different credit card usage 
items--years of usage, number of credit cards held, and frequency of 
usage--were combined to create a new dependent variable which was the 
extent of credit card usage. Almost half of the respondents (46. 7%) were 
moderate users: 28% were light users, and only 25.3% were heavy users. 
Generally, almost half (46. 7%) of respondents in this study had held the 
Bangkok Bank credit card up to 4 years, had three additional cards. and 
used credit cards up to eight times a month. 
The relationship between the extent of credit card usage and the 
demographic characteristics of credit card holders was tested under six 
specific null hypotheses. Two independent variables--occupation and 
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monthly income--were found to be significantly related to the extent of 
credit card usage. Respondents of higher occupational status and income 
tended to use credit cards to a greater extent than respondents in a 
group of lower occupational status and income. However, Cramer's V 
indicated that. a lthough statistically significant, the relationships were 
weak. Gender. age , marital status, and education were not related to the 
extent of credit card usage. 
These findings were logical considering the relationship between 
income and occupational status. People with higher occupational status 
had more discretionary income than people with lower occupational 
status. When people have more discretionary income. they are likely to 
use credit cards more often . 
Similar to the extent of usage. credit card knowledge scores were 
combined to create three levels of knowledge. Results showed that over 
half of the respondents (54. 7%) were low-knowledge users (zero correct 
answers) . Thirty-four percent were medium-knowledge users (one of 
three correct answers) and only 11 .3% were high-knowledge users ( two 
and three of three correct answers). 
The relationship between the level of credit card knowledge and the 
demographic characteristics of credit card holders was tested under six 
specific null hypotheses. No independent variables chosen for this study-
-gender, age. marital status, education. and monthly income--were found 
to be significantly related to the level of credit card knowledge. 
A comparison of the American and Thai studies regarding credit 
card knowledge revealed both similarities and differences. A large 
proportion of both American and Thai consumers did not appear to be 
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very knowledgeable about credit card terms. A relationship between 
knowledge of the cost of credit and demographic characteristics was 
found in American consumers while this relationship was not found with 
the Thai subjects of this study. Knowledge of the cost of credit was higher 
among the middle-aged, married people, college graduates, white collar 
workers, and higher income American subjects. 
For the consumer's choice perspectives, most of the respondents 
(71.3%) were categorized as using the behavioral influence perspective 
when applying for a credit card. Only 28.7% fell into the other two 
perspectives and the combination among them. Therefore, all 
respondents who did not fall into the behavioral influence perspective 
category were combined into the "other perspectives" category. 
When the relationship between the consumer's choice perspective 
and the demographic characteristics of credit card holders was tested , no 
independent variables were found to be significantly related to the 
consumer's choice perspectives. Neither gender, age, marital status. 
education, nor income was related to the consumer's choice perspectives 
when applying for a credit card. 
The results of the study suggest that the low and middle class 
consumers in Thailand have less access to credit cards . Most credit card 
holders in Thailand are from the upper-middle and high income groups. 
The reasons why the low and middle classes have less access to credit 
cards can be explained by a number of factors . First, there are no credit 
bureaus in Thailand. Banks must determine a customer's ability to pay 
through their own data. Second. the credit card market in Thailand is in 
its introduction stage; therefore. banks market to the most affluent 
customers first. Finally. there are no consumer credit protection laws. 
These three factors suggest that banks in Thailand avoid the low and 
middle classes as high-risk customers. 
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The results also revealed that most Bangkok Bank credit card 
holders had little knowledge about their credit card usage and credit card 
terms. Thirty-six percent of respondents in this study (Table 3) carry 
more credit cards than they actually need--having four to eight credit 
cards. Holding four credit cards should be considered as an 
inappropriate financial practice for card holders since most of the credit 
card issuers in Thailand charge their customers first-time membership 
fees and annual fees. This financial practice is likely due to credit card 
holders not realizing the costs of holding several cards. 
There are three primary reasons that may explain why c1·edit card 
holders in Thailand had little knowledge about their interest rate. grace 
period, and credit liability. First, a lmost 90.0% of the respondents pay 
their credit cards bills in full by using banks' service to automatically 
transfer money from their saving or checking accounts to pay their credit 
card bills; therefore, they care little about the interest rate and the grace 
period. Second, credit card applications and card user's manuals provide 
very little information concerning a card holder's liability. These facts 
clearly indicate why the majority (80.0%) of the respondents did not 
know their credit liability in the event of a lost credit card. Lastly, 
Bangkok Bank credit card holders have limited experience with credit 
card usage. The average number of years of holding a card for the 
respondents in this study was less than 4 years (Table 2). Previous 
studies have found that more credit experience has a positive 
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relationship to credit knowledge [Kinsey & McAlister. 1981) ; therefore, a 
short length of credit card experience for Bangkok Bank credit card 
holders may be one of the reasons that card holders know little about 
their credit cards. 
These results suggest that Thai credit card holders do not receive 
adequate and appropriate information about credit card terms and 
usage. Credit card applications in Thailand come in the form of 
advertising brochures. Thus, advertising is designed to persuade 
consumers to believe that a credit card is a source of revenue and a n ew 
spending option. and that using credit reflects a modem life style. 
Finally, this study s uggest that most Thai credit card holders are 
not ra tional consumers in the card selection process. A decision-making 
perspective which views consumers as problem-solvers is quite weak in 
explaining the decision to apply for a credit card . These credit card 
h olders did not compare lhe costs a nd benefits of various cards and did 
not evaluate their choices when selecting their card . Credit card holders 
were clearly influenced by advertis ing and the effects of society and 
group norms when they applied for a credit card. 
These findings s upport the results of previous studies conducted in 
the United States [Jones, 1990; Kinsey, 1980; Kinsey & McAlister . 1981). 
Previous studies found that most consumers do not care about interest 
rates and the cost of credit. In this study only 2.0% of the respondents 
u sed the decis ion-making perspective in choosing their credit cards, and 
50.0% of the respondents [Table Ill applied for their present credit card 
because they a lready had an account with the Bangkok Bank. These 
cons umer credit practices a re not likely to s timulate competition among 
credit card issuers and they may encourage banks to charge high fees 
a nd interest rates. 
Implications 
Based on the results of this research, some implications are 
suggested regarding credit card use and consumer education in 
Thailand. 
Implications for Consumer Education 
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The results of this study suggest that the majority of Thai credit 
card holders are not knowledgeable about credit card terms. This is likely 
due to the lack of information provided by marketers. Credit card issuers 
in Thailand tend to emphasize the valuable benefits of using credit cards. 
The infurmalion regarding the COt; lt; of holding and/or revolving credit 
cards is barely mentioned in credit card applications and information 
brochures. 
Most of the banks in Thailand provide information regarding credit 
card liability on their advertis ing brochures; the maximum liability in 
case of loss of a credit card is I ,000 baht($ 40) . However, banks do not 
specifY that this maximum applies only if the consumer reports the loss 
to the bank. Important information omitted is that credit card holders 
must pay for the total amount of unauthorized charges if they do not 
report a lost card. This lack of information can create an economic 
hardship for card holders. Some credi t card holders might not rea lize the 
importance of notifYing their bank as soon as the card is lost since the 
lia bili ty is only I ,000 baht. 
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In this situation, educational information programs that provide 
reliable information would be beneficial to card holders. Such programs 
should inform consumers about credit card terms, costs of using credit 
cards. and the negative effects of credit card misuse on personal and 
household finances. 
The results of this study also suggest that it is necessary to 
encourage consumers to compare information about the costs and 
benefits of credit cards before applying. Today, credit card issuers in 
Thailand charge different interest rates, annual fees, first-time 
membership fees, credit liability fees, and cash-advance service charges. 
To encourage consumers to compare information in greater detail, 
consumer educators in Thailand should create and provide more 
information about credit cards. Consumer educators need to encourage 
card holders to switch their present credit cards to different ones if their 
cuiTent cards do not meet their needs. Additionally, consumer educators 
might be able to help present and future credit card holders by educating 
consumers about how to select low-cost credit cards when they are faced 
with many alternatives. 
Today, many card issuers in Thailand try to increase the credit 
limits established for card holders. Such policies encourage the card 
holders to charge more. Higher limits are likely to encourage consumers 
to pay their credit card bills in part rather than make a full payment 
each month. Overuse of credit cards may cause financial problems for 
those who charge more than they can repay. 
To deal with these problems, consumer educators should consider 
effective management of credit cards and/or consumer credit card guides 
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when they develop educational programs about credit cards. Besides the 
education programs for credit card users . all secondary schools and 
universities in Thailand should offer courses in personal financial 
management. This can be a way to increase the level of credit knowledge 
for Thai consumers in the long term. 
Additionally. an important factor which consumer educators in 
Thailand should not overlook is how to design effective credit information 
or educational programs. While the relationship with the bank had a 
strong influence on consumers in their decision to apply for a credit card. 
family and friends were also influential. Recognizing the importance of 
group norms will help consumer educators better understand their 
audience and thus design effective educational programs. 
Consumer educators might encourage family money managers to 
share credit information received from their programs with other family 
members. Educators also need to help participants in their programs 
realize the importance of educating family members about financial 
matters. In addition to teaching program participants about financial and 
credit management, educators should teach their participants how to 
communicate with family members about financial matters. 
Policy Implications 
As the costs and benefits of holding a credit card vary In the 
market, it is beneficial for consumers to compare credit information 
before applying for a credit card. However, this study found that only 2% 
of credit card holders compared credit information among credit card 
issuers before they applied for a credit card (Table 13). Three possible 
factors that can explain such consumer behavior are (a) lack of 
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regulations requiring disclosure of credit card terms, (b) difficulty in 
getting information from the credit card issuers, and (c) limited amount 
of credit card information available for consumers in general. 
These three factors contribute to uninformed choices by Thai 
consumers. Consumers are unable to compare the costs and benefits of 
each credit card since appropriate credit card information is not available 
to them. Additionally, consumers likely would perceive that the costs of 
obtaining information exceed the benefits and, therefore, they would not 
compare credit information in such situations. 
Since credit cards have become a popular financial device and the 
number of credit card holders is growing rapidly, encouraging and 
teaching consumers to compare and evaluate the costs and benefits of 
credit cards should be beneficial for them. To encourage and teach 
consumers to make better choices, more information on credit cards 
must be made available to consumers. 
This study clearly revealed that the strong influence of the prior 
relationship with the bank was the most important factor influencing 
consumer choice. Therefore, policy-makers in Thailand can assist 
consumers in making better informed choices by developing regulations 
on the disclosure of information requirements on credit cards. For these 
regulations, they should require credit card issuers to inform and clarify 
all credit card terms that credit card holders should understand easily. 
Additionally, the Department of Consumer Protection in Thailand 
could help consumers by encouraging credit card issuers and the media-
-especially newspapers and television programs--to inform consumers 
regarding more valuable information about consumer credit. For 
example, the Department of Consumer Protection might encourage 
newspapers to devote one column in the economic report section to 
disseminate consumer news once a week. 
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Such policies should help consumers make informed choices in the 
credit market. Moreover. consumers who perceive that the costs of 
obtaining credit information exceed its benefits would be the major 
beneficiaries of such policies. 
Implications for Credit Card Issuers 
Generally, monthly credit card limits for purchases and cash 
advances tend to be higher than U1e monthly income of credit card 
holders. These circumstances may result in the unplanned use of 
excessive credit because credit cards provide buying power without cash. 
Today. the number of losses related to credit card services is an 
important issue for the banks in Thailand. A portion of these losses 
comes from uncollectable credit card balances and from credit card 
fraud. 
To cope with these problems, credit card issuers need to set up 
counseling programs or services to help credit card holders seeking help 
in their personal financial management. Effectively managing credit 
cards in relation to personal and household finances is an issue that 
should be considered when developing counseling programs for credit 
card users. 
The most frequent types of credit card fraud are those committed 
with cards reported lost or stolen and fraudulent applications (Reanglit, 
1991). In response, credit card issuers In Thailand should cooperate and 
set up credit card security programs. Such programs should include 
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enhanced issuer cooperation in security matters, fraud-related research 
and analysis, secure-mailing programs, and consumer education. For 
example, a card holder's manual should offer a general introduction to 
credit card use and should be very palatable to consumers. The manual 
needs to provide more information for card users, including details on 
how to protect against unauthorized charges, how to keep track of credit 
card bills. and how to protect credit cards from loss or theft . The manual 
should explain why it is important to keep personal identification 
numbers separate from credit cards. Such information provided to 
consumers can help banks decrease their losses in providing credit card 
services. 
Based upon the findings of choice behavior in the process of credit 
card selection, a final implication from the standpoint of profitability to 
credit card issuers is also suggested by this study. The findings strongly 
suggest that environmental factors influence a consumer's credit card 
choice. Only 2 .0% of respondents in this study compared the costs of 
holding a credit card in their decision-making process (Table 13). To 
persuade customers to apply for a credit card, card issuers may not need 
to compete on the costs of credit since very few customers compared the 
cost of holding a specific credit card. 
To increase the number of credit card holders, card issuers might 
consider other marketing strategies such as making their credit 
application process easier and making their credit card services more 
attractive to their customers. Providing new services such as a 24-hour 
toll-free number for assistance might make credit card services more 
attractive to present and future card holders. 
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Implications for Future Research 
The results of this study and future studies in the credit card field 
will be useful to consumer educators and policy-makers in developing 
consumer education programs and offering consumer services related to 
credit card use. In spite of the rapid growth of credit card use in Thailand 
and other developing nations . little research has been conducted. Most of 
the research on credit card use in Thailand is marketing research 
intended to inform marketers rather than to provide information on 
credit card use to educators and policy-makers. Thus, additional 
consumer credit research in credit card use, credit card knowledge, and 
search behavior is needed. 
Similar studies should be conducted to determine whether the 
results of this study are replicable. Researchers might choose different 
Instruments, subjects, and/or vartables to obtain a greater depth of 
knowledge in consumer credit areas. Two major limitations of this study 
are (a) reliance on categorical da ta and (b) too few respondents in some 
demographic categories. These limitations create restrictions in using 
more powerful statistical analyses to test the hypotheses of the study. In 
response, researchers might use different data collection processes and 
instruments such as personal interviews and collecting interval-level 
data. In addition, researchers might increase the number of respondents 
or include card holders who are not Bangkok residents in their study. 
Future researchers might also study different aspects of the same 
topics areas. Part of the findings from the present study indicated that 
economic benefits are not a primary factor influencing consumers' credit 
card choice; therefore, it might be interesting to study what factors 
influence credit card choice. In addition . researchers should examine 
consumer practices, knowledge, and decision making in other personal 
loan markets. 
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The United States is at the forefront in credit card usage. and 
developing countries are likely to follow the current trends. Consumer 
educators. policy-makers , and credit card issuers in developing countries 
can benefit from credit card research conducted in the United States. To 
better understand and predict changes in credit card usage. knowledge, 
and the decision-making behaviors of credit card holders, researchers in 
developing nations might model future studies on credit cards based on 
studies conducted in the United States. However, due to the different 
cultural backgrounds, researchers and educators should expect results 
from studies in developing nations to vary from those in the United 
States. 
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APPENDICES 
Credit Card and Marketing Division Manager 
Bangkok Bank 
333 Silom Avenue, 
Bangkok 10500, Thailand. 
Dear Credit Card and Marketing Division Manager 
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January I 26 I 1993 
I am a graduate student studying at Utah State University in the United States. I 
plan to do research on credit card use In Thailand. While credit card use in Thailand is 
increasing, there appears to be very little research on this topic in our country. I started 
to investigate this topic when I was home in Thailand last year. 
I plan to study about "CONSUMER BEHAVIOR AND KNOWLEDGE OF CREDIT 
CARD HOLDERS IN BANGKOK" for my master's degree research project. Some reasons 
for conducting this study are to inform educators about the knowledge and awareness 
of Thai consumers regarding credit card use. Results of the study will also provide 
infonnation to help develop the credit card business In Thailand. 
Your cooperation and assistance is essential to this study. I am requesting 
assistance from the Bangkok Bank because it Is the leader In the credit card business 
in Thailand. 
In order for my research to be most valuable to educators and the financial 
industry. I need to know the results of the past research studies on credit card use 
which were done by the Bangkok Bank Research Department. I would appreciate if you 
would send me a summary of this study. 
I am planning to collect data in Thailand by telephone from credit card holders 
during June and July 1993. The specific information I am seeking Is a list of names and 
telephone numbers of the Bangkok Bank Credit Card holders. All information will be 
confidential. I am willing to submit a copy of the survey questions for your approval 
prior to collecting the data. Dr. Jean Lawn will be supervising my research. 
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The information obtained from the Bangkok Bank will be used only for the study 
purpose and will not be used for any business purpose. I will be glad to share the 
results of my research with your bank. 
Thank you greatly for your assistance. 
Sincerely, 
(Dr. Jean Lown) 
DEPARTMENT OF HUMAN ENVIRONMENTS 
UTAH STATE UNIVERSI1Y 
LOGAN. UTAH 84322-2910. USA. 
Sincerely, 
(Wanna Sangsutisaree) 
P.O. BOX 1615 
UTAH STATE UNIVERSI1Y 
WGAN, UTAH 84322, USA 
Credit Card and Marketing Division Manager 
Bangkok Bank 
333 Sllom Avenue . 
Bangkok 10500, Thalland. 
March I 5 I 1993 
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According to the first letter which I wrote to the Bangkok Bank on January. 
1993. I informed the bank tha t I plan to do a research project for my master degree on 
"CONSUMER BEHAVIOR AND KNOWLEDGE OF CREDIT CARD HOLDERS IN 
BANGKOK". I chose this topic because in our country there is a lack of research 
information in this field. The results of this study will provide valuable informa tion to 
develop the credit card business in Thailand. 
Since I plan to return to Thalland to collect data by telephone dUiing June -July 
1993, I need assistance from your banks to select names of credit card holders who 
have telephones and live in Bangkok. This assistance is essential to the study. I a m 
requesting assistance from the Bangkok Bank because it is the leader in the credit card 
business in Thailand. 
All information obtained from the banks will be confidential . I am willing to 
submit a copy of the survey questions for your approval prior to collecting the data. 
Moreover. 1 will be glad to share the results of my research with your bank. In order to 
proceed with plans for this research I would appreciate your response by the end of 
April 1993. 
Thank you greatly for your assistance. 
Sincerely. 
(Dr. J ean Lawn) 
DEPARTMENT OF HUMAN ENVIRONMENTS 
UTAH STATE UNNERSI1Y 
LOGAN. UTAH 84322-2910, USA. 
Sincerely. 
(Wanna Sangsutisaree) 
P.O. BOX 1615 
UTAH STATE UNIVERSI1Y, 
LOGAN. UTAH 84322. USA. 
The Credit Card and Marketing Division 
Bangkok Bank 
333 Silom Avenue. 
Bangkok 10500. Thailand. 
Dear MR. ____ _ 
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July I_ I 1993 
Within a week or so. we will be calling you from the research and education 
department as part of a research study. This study is a survey in which we are seeking 
to know how our customers use credit cards and do our customers know the services 
which the bank provides. 
We are wrtting in advance of our telephone call because we have found that 
many people appreciate being advised that a research study is in process, and that they 
will be called. The names of the respondents for this study were drawn in a random 
sample of all Bangkok Bank credit card holders. 
Altogether the interview should take about ten minutes. All information obtained 
from the respondents will be confidential. If by chance we should happen to call at an 
inconvenient time, please tell the interviewer and he/she will happy to call back later. 
Your help and that of the others being asked to participate in this study is 
essential to the study success. We greatly appreciate it. 
If you have any questions. please don't hesitate to ask our interviewer. 
Sincerely, 
(Name.---c---=----,--__J 
Research Coordinator 
Questionnaire: English Version 
Name~~~----------------------------------Phone Number ______________________________ _ 
Date 
Resu.""It---;-:( 1:-;-)~~~~~~~~-=c;::-2)':=_-:=_-:=_-:=_-:=_-:=_-:=_-:=_-:=_-;;.(3"'")=~~~~~~-
Introduction 
May I speak to_(card holder names)_? 
IF YESc___ ____ l (START INTERVJEW) 
IF NO 2 (When should I can call 
(START INTERVJEW) 
back to reach_(him or 
her)_?) 
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This is_(inteiViewer's name)_, I am calling from the research department of 
the Bangkok Bank. We are doing a research study on credit card usage in order to find 
out how our customers use credit cards and whether customers know about our 
seiVices which the bank provides to our customers. Last week a letter was sent to you 
explaining a little about the study. Did you receive it? 
IF YES. (CONTINUES) 
IF NO. (I'm sorry the letter didn·t reach you. It was 
a brief letter we sent so people would know 
that we would be calling them.) 
The interview should take about 10 minutes. I would be happy to answer any 
question you might have about the study, either now or later. Okay? 
Part 1. Credit Card Usage 
1. How long have you been using the Bangkok Bank credit card? 
2. Besides the Bangkok Bank credit card, how many other credit cards do you 
have? This includes other bank cards. department store cards, etc. __________ _ 
3 . What is your main reason for using credit cards? 
4. How often do you use your credit cards for purchasing products and 
seiVice? __________________________________________________________ _ 
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5. Most of the time do you pay your credit card bill in full or in part each month? 
PAY IN FULL: ______ I 
PAY IN PART 2 
6. Have you ever used the cash advance service? 
Yes _________ I (go to Q.6.1) 
NO 2 
6.1 In what case did you use the cash advance service? 
Part 2. Credit Card Knowledge 
7. \Vhat is the longest length which you can withhold the payment without paying 
interest rate? ____________________________________________________ _ 
CORRECT ANSWER ______ I (45 DAYS) 
WRONG ANSWER 2 
DON'TKNOW 3 
8. \Vhat Interest rate do you pay when you do not pay your credit card bill in full? 
CORRECT ANSWER _____ l(IS%) 
WRONG ANSWER 2 
DON'TKNOW 3 
9. How much is your highest credit liability when you lose your Bangkok Bank 
credit card and you had notified the bank about the loss? ______________ _ 
CORRECT ANSWER. ______ ! (1,000 BAHT) 
WRONG ANSWER 2 
DON'TKNOW 3 
Part 3. Consumer Decision Making In Choosing a Credit Card 
10. \Vhat Information sources did you use when you applied for the Bangkok Bank 
credit card? ____________________________________________________ __ 
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II. Why did you chose to apply for the Bangkok Bank credit card? 
DECISION-MAKING PERSPECTIVE ________ I 
EXPERIENTIAL PERSPECTIVE 2 
THE BEHAVlORAL INFLUENCE PERSPECTIVE 3 
Part 4. Personal Data 
12. Sex: 
MALE.-:-::::-____ 1 
FEMALE 2 
13. How old are you? ________________________ _ 
14 . What is your present marital status? 
SINGLE~----------------1 
~ED 2 
OTHER (separated, divorced . or widowed) 3 
15. What is your highest level of education you have completed? 
LESS THAN HIGH SCHOOL. ______ I 
HIGH SCHOOL GRADUATE 2 
VOCATIONAL SCHOOL 3 
COLLEGE GRADUATE 4 
ADVANCED DEGREES 5 
16. What is your present 
occupation? __________________ __ 
17. For the last question, I will read the groups of monthly income. Please tell me to 
stop when it reaches the income group you are in. 
The first income group is from 10.000 to 20,000 baht. 
The second income group is from 20.001 to 30.000 baht. 
The third income group is from 30,001 to 40,000 baht. 
The forth income group is from 40,001 to 50,000 baht. 
The last income group is more than 50.000 baht. 
10,000-20.000 BAHT I 
20,001-30,000 BAHT 2 
30.001-40,000 BAHT 3 
40,001-50,000 BAHT 4 
MORE THAN 50,000 BAHT 5 
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Occupational ranking 
Since the American system of assigning socio economic status 
according to occupation could not apply to occupational status for Thais, 
and since no Thai system of ranking occupational status existed, there 
was a need to develop a reliable system to rank occupational status for 
this study. The system that the researcher applied to rank occupational 
status was modeled after the Hollingshead system. 
First, a small group discussion among a visiting Thai professor at 
Utah State University. a graduate student. and the researcher was set to 
help the researcher categorize all types of occupation. The occupations 
which were listed on the 150 questionnaires fell into 18 categories. They 
were the following: 
1. Business persons involved in running import and/ or export 
companies 
2 . Professional employees in private companies (general managers, 
directors, marketers, social workers) 
3 . Business persons involved in selling cars and/or other 
transportation engine products 
4. Business persons involved in selling chemical products 
5. Business persons involved in selling construction products 
6. Owners of textile or clothing businesses 
7 . Accountants (who have a CPA license and who do not have a 
CPA license) 
8. Owners of packaging companies 
9. Business persons involved in selling household products 
l 0 . Owners of apartments and owners of land agencies 
11. Government officers Uudges. professors, researchers) 
12. Clerical employees (secretaries or clerks) 
13. Owners of construction companies 
14. Owners of advertising agencies 
15. Owners of restaurants 
16. Owners of rubber and egg farms 
l 7. Retirees 
18. Housewives 
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The researcher led the discussion by telling the group to read all 
18 types of occupations and then think about the major occupational 
groups in Thailand. In the beginning. the discussion group came up with 
3 major types of occupations. They were the following: 
1. Business owners 
2. Employees 
3. Others 
Next, the group continued to divide these categories into 
subcategorizes. The group divided the business owners into owners of 
companies and/or manufactories and owners of home-based businesses. 
The group of employees was divided into professional employees and 
clerical employees. The last category was assigned for any occupational 
types which did not fit into the first and second categories. 
After reaching this step, the group went back to the 18 occupation 
categories to check whether all of them would fall into the subcategories. 
Because not all of the occupations fit into the subcategories. the group 
agreed to subdivide the group of professional employees into professional 
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employees in private companies and professional employees in 
government sections--at least C.8 (the Thai government divides the class 
or level of government employees by rank from C.l To C.ll. The rank 
C .8 represents a class of people whose work concerns planing or 
managing. 
Finally, the group came up with six major occupational types 
which covered all 18 occupational categories from the questionnaires. 
They were the following: 
l . The owners of companies and/or manufactories (business 
persons involved in running the import and/or export companies. owners 
of textile or clothing businesses, owners of packaging companies, owner~ 
of construction companies . owners of advertising agencies. owners of 
restaurants. owners of apartments and land agencies, and owners of 
rubber and egg farms) 
2. The home-based businesses (business persons involved in 
selling car and/ or other transportation engine products, selling chemical 
products, selling construction products, and selling household products) 
3 . Professional employees in private companies (general managers. 
directors , marketers, social workers, and accountants who have a CPA 
license) 
4. Clerical employees in private companies (accountants who do 
not have a CPA license, secretaries, and clerks) . 
5. Professional employees in government sections Uudges, 
professors, and researchers) 
6. Others (housewives and retirees) 
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To rank occupational status. the characteristics of the six 
occupational groups were briefly described to the judges. Th e judges were 
a g roup of 12 Thai students at Utah State University from different 
majors . Each judge was then asked to estimate and rank the socia l 
status for each occupation by assigning scores of l to 6. The number "l" 
was assign ed for the occupation which has the highest social status. The 
number "6" was assigned for the occupation which has the lowest socia l 
status. 
The judges were a llowed to assign the same scores for those 
occupations for which they could not estimate or found no differences. 
The judges worked individua lly for this en lire task . . 
When the judges had a ll completed the task, the researcher 
examined the scores assign ed to each occupational category to determine 
a general agreement in scoring. From this procedure, the researcher 
found that the owners of companies and/or manufactories and 
professional employees in government sections were equ ally ranked . For 
oth er occupations, the researcher found a general agreemen t in the level 
of socia l status indicated . The occupational status was ranked as follows 
l . Professional employees in government sections and the owners 
of companies or manufactories 
2 . Professional employees in private companies 
3. Owners of home-based businesses 
4. Clerical employees in private companies 
5. Others (housewives and retirees) 
Occupational ranking determin ed by this procedure was used in 
data an a lysis. 
